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NEW 

TENDEROMETER 


Here  a  new  machine 
that  tells  you  exactly 
how  soft  or  hard  -your 
peas  or  other  products 
are.  Simply  put  a  batch- 
sample  through  the 
Tenderometer,  accept 
or  reject  without  guess- 
ing  and  have  uniform 
quality  in  all  your  cans. 

MECHANICAL  ACCURACY 

SURER  THAN  HUMAN  JUDGMENT 

This  is  one  of  those  in- 
genious  machines  that 
I  seems  more  than 

1  human.  It  is  far  more 

accurate  than  any  per- 
son  ever  be 

determining  the  condi- 
I  — hard,  soft  or  me- 

I  dium — of  the  products 

1  I  put  to  the  test  with  it. 

1  It  is  absolutely  auto- 

tfl  matic  in  operation  and 

^  even  cleans  itself.  One 

™ost  useful 

gK  pieces  of  equipment  in 

the  cannery  where  uni- 
torm  quality  is  an  im- 
portant  consideration. 

Modern  Canning  Equipment  for  All  Food  Products 


(Sprague-Sells  Division) 

HB  HOOPESTON,  ILLINOIS 
FOOD  MACHINERY  CORPORATION  bsos  t 

(Sprague-Sells  Division)  HOOPESTON,  ILL. 

Please  send 

□  Full  details  of  the  new  Tenderometer. 

□  Your  complete  General  Catalog. 

Name _ 


City _ _  _ 


_ State  ^  _ 


WFinif^ 

Poiuer 
V^nfsi 


Drastically  Reduce  Power 
Costs  at  Viner  Stations 


Records  of  average  fuel  cost  show  that 
a  viner  can  now  be  driven  with  less 
than  a  gallon  of  gasoline  per  hour. 
When  the  station  is  shut  down,  of  course, 
the  fuel  bill  stops. 

These  units  are  equipped  with  four  or 
six  cylinder  engines  with  fly-ball  gov¬ 
ernors.  They  produce  power  which 
can  be  changed  to  meet  the  different 
crop  conditions  by  the  movement  of  a 
convenient  lever  without  stopping  the 
engine. 

They  are  especially  engineered  to 
meet  every  requirement  for  Viner  Drive. 
Standard  sizes  for  driving  one,  two, 
three,  or  four  viners. 


KEWAUNEE  WISCONSIN 

Established  7880  •  Incorporated  7924 

GREEN  PEA  HULLING  SPECIALISTS 
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There  is  something  about  dealing  with  certain  firms 
that  gives  the  buyer  an  unusual  sense  of  satisfaction. 

It  goes  without  saying  that  service  plays  an  impor¬ 
tant  part  together  with  a  sound  standard  of  quality 
and  a  fair  price.  These  are  the  essentials. 

But  there  is  something  more  —  some  plus  value 
that  likely  as  not  is  as  unexpected  as  it  is  welcome. 
Perhaps  it  is  the  way  things  are  done  —  a  friendly 
eager  spirit  that  pervades  the  whole  organization. 


A  youthful,  pioneering  spirit  blended  with  a  long 
record  of  technical  triumphs  that  wins  confidence 
and  admiration. 

Crown  Can  is  young  as  companies  go  though  it  has 
many  veterans  in  the  ranks.  But  it  has  already 
won  laurels,  after  four  years,  that  many  an  older 
firm  is  still  striving  for. 

It  isn’t  surprising,  therefore,  that  canners  every¬ 
where  are  giving  serious  attention  to  the  kind  of 
service  Crown  Can  offers. 


CROWN  CAN  COMPANY,  PHILADELPHIA,  PA. 

Division  of  Crown  Cork  and  Seal  Company 
BALTIMORE  ST.  LOUIS  HOUSTON  MADISON  ORLANDO 


FORT  WAYNE 


NEBRASKA  CITY 


Oiomi  0^1 


INDEPENDENT  AND  HELPFUL 
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Here  it  comes!  The  annual  Canned  Pea  Carnival  of  the  Canned 
Pea  Marketing  Institute  1  A  powerful  25-day  promotion  from 
October  21  to  November  15  that's  a  sure  bet  to  boom  sales  of 
canned  peas  .  .  .  build  business  for  canners,  brokers,  whole¬ 
salers,  and  retailers  from  coast  to  coast  1 

Why?  Here  are  a  few  good  reasons.  Two  big  color  ads  this 
month  in  LIFE  Magazine — designed  to  increase  the  demand  for 
canned  peas  among  some  20,000,000  consumers.  A  complete 
publicity  program  in  newspapers,  magazines,  and  on  radio  net¬ 
works — every  release  reaching  about  11,000,000  consumers! 

That's  not  all!  Sales  promotion  plans,  merchandising  posters, 
price  cards,  recipes,  a  "talkie"  film — every  conceivable  idea 


that  will  bring  an  immediate  and  permanent  increase  in  the  sale 
of  all  brands  of  canned  peas — are  being  used  to  insure  the  suc¬ 
cess  of  this  smashing  campaign. 

Here's  a  golden  opportunity  to  step  up  your  canned  pea  volume 
and  profits — to  tie-in  with  a  cooperative  promotion  that  last  year 
boosted  nation-wide  consumer  movement  of  canned  peas  by  10 
PERCENT!  Don't  wait.  Give  the  Carnival  your  support  now  .  .  . 
back  it  up  .  .  .  talk  it  up  .  .  .  and  join  in  the  money-making!  For 
details  write  to  the  Canned  Pea  Marketing  Institute,  Inc.,  205  W . 
Wacker  Drive,  Chicago,  Ill. 

Continental  Can  Company 

OFFICES  IN  ALL  PRINCIPAL  CITIES 
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EDITORIALS 


HOW’RE  we  doing?” — Like  the  falling  leaves 
of  autumn  the  postcard  returns  are  piling  in  on 
us — and  is  our  face  red!  Bouquets  and  brick¬ 
bats — but  it  is  hardly  right  to  mention  this  last  for 
there  has  not  been  a  single  one  that  could  justly  be 
termed  a  brickbat,  but  on  the  contrary,  many  excellent 
suggestions  for  more  or  added  features,  changes — and 
over  all  encouragement  of  the  highest  kind.  We  have 
to  repeat  what  we  have  so  often  said,  namely,  that  our 
great  family  of  readers  is  just  the  finest  Gang  on  earth, 
and  we  offer  our  sincere  thanks  to  every  member  of  it. 
Naturally  you  are  interested  in  the  outcome  of  this 
election,  and  we  will  shortly  give  you  the  returns 
exactly  as  received,  save  for  the  names.  Reading  the 
cards  just  as  they  come  in  is  the  most  interesting  and 
fascinating  thing  imaginable,  and  you’ll  enjoy  it  as 
much  as  we  do.  So  you  shall  have  it,  as  you  are  the 
authors  of  it.  And  while  waiting  until  everyone  who 
cares  to  has  had  an  opportunity  to  vote,  be  assured 
that  every  single  suggestion  is  carefully  noted,  and 
will  be  carried  out  wherever  possible.  As  the  Managers 
of  your  Journal  we  promise  you  that  you  shall  be 
served  as  you  wish.  And  by  the  same  token,  please 
feel  that  any  contribution  or  expression  of  opinion  for 
the  benefit  of  the  whole  industry  will  be  heartily  wel¬ 
comed  by  us,  and  used  in  any  manner  you  direct.  As 
we  sit  around  our  big  family  table  we  have  no  desire 
to  do  all  the  talking.  Come  on,  chime  in  and  let’s  have 
an  exchange  of  opinions  and  ideas  that  must  inevitably 
benefit  all  of  us,  and  the  industry.  Represented  in  the 
whole  is  every  phase  of  the  industry,  every  department, 
and  a  mixture  of  personalities  and  temperaments  that 
Is  unique,  since  it  covers,  remember,  our  whole  country 
■  rom  coast  to  coast,  and  from  Canada  to  Mexico,  taking 
1  all  products  and  all  manner  of  distribution.  The 
i’etailed  summary  may  be  in  our  next  issue,  but  not 
.-ter  than  the  issue  of  November  4th. 

“GOD  BLESS  AMERICA”— The  following  appeared 
the  Letter  Column  of  the  Evening  Sun,  Baltimore, 
1  Monday,  October  14th,  and  it  struck  us  as  just  about 
•ght,  and  worthy  of  high  encomiums  for  the  writer, 
ead: 


“ON  THE  BLESSINGS— NOT  FAULTS— OF 
THE  U.  S.  A. 

To  THE  Editor  of  The  Evening  Sun — Sir: 

As  one  who  daily  gives  thanks  to  God  for  the 
right  to  earn  an  honest  living,  to  worship  as  I 
please  and  to  live  as  I  see  fit,  I  am  at  a  loss  to 
understand  some  of  these  so-called  Americans  who 
are  forever  faultfinding. 

I  am  not  one  who  believes  in  closing  my  eyes  to 
all  evils  and  kidding  myself  that  all  is  perfect,  but 
I  do  believe  that  in  comparison  to  the  rest  of  the 
world  today,  or  at  any  time  in  the  past,  for  that 
matter,  we  Americans  are  living  in  a  heaven  on 
earth  and  should  thank  our  lucky  stars  for  the 
accident  of  American  birth  or  the  gift  of  American 
citizenship. 

St.  Lucifer  and  his  disciples  found  fault  with 
Heaven  and  God  created  Hell  to  satisfy  them.  Per¬ 
haps  these  dissatisfied  Americans  can  be  shipped 
off  to  the  hell  of  their  choice — whatever  it  may 
be — and  leave  America  (I  mean  the  United  States) 
to  those  of  us  who  love  it  and  are  grateful  to  it 
for  the  lives  we  live.”  An  American. 

Baltimore,  Oct.  11. 

Even  in  business  everyone  of  us  seeks  happiness, 
and  this  being  so  suppose  the  following  individual 
formula  were  carried  out  by  everyone  of  us :  from  our 
first  waking  moment  let’s  choke  back  that  grouch,  or 
kick  or  complaint,  whatever  it  may  be,  and  first  seek 
something  to  praise  or  to  at  least  excuse  if  we  cannot 
approve,  and  then,  if  we  must,  let  loose  the  grumbling. 
Carry  that  through  the  day  (just  for  the  day  not  for¬ 
ever,  but  repeated  each  day),  and  would  there  not  be 
created  a  mass  of  happiness,  contentment  and  pleasure  ? 
Hurt  feelings  would  be  banished,  and  sour  dispositions 
sweetened  up,  and  that  ought  to  make  for  more  happi¬ 
ness.  Just  a  suggestion.  The  formula,  now  that  you 
know  it,  might  be  shortened :  first  praise  before  finding 
fault.  Try  it! 

A  SERIOUS  MISNOMER — The  industry  has  a  job 
in  front  of  it  that  it  ought  to  get  busy  on  at  once,  and 
not  let  up  until  accomplished.  Every  canners’  associa¬ 
tion  should  mark  this  prominently  on  its  program  for 
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the  Fall  or  Winter  session,  and  take  definite  and 
decisive  action.  We  have  all  been  asleep  at  the  switch 
and  we  must  wake  up. 

We  refer  to  the  misnomer  and  to  the  misuse  of  the 
term:  “Private  Label.”  They  are  now  using  “private 
label”  as  meaning  what  formerly  was  called  “buyers’ 
labels”  or  “jobbers’  labels,”  and  that  is  just  what  they 
are:  jobbers’  or  distributors’  or  retail  dealers’  labels, 
and  they  should  be  plainly  designated  as  such.  Private 
labels  are  the  labels  of  the  producers,  the  canners  or 
other  food  manufacturers,  the  private  property  of  the 
producer.  The  difference  is  not  unimportant,  as  any¬ 
one  interested  in  the  great  growth  in  the  use  of 
jobbers’  labels  will  readily  realize.  The  consumers  are 
being  fooled,  as  when  told  they  are  getting  private  label 
goods  they  think  they  are  getting  the  canner’s  or  the 
food  manufacturer’s  own  label.  They  realize  and 
understand  the  difference,  i.e.,  that  under  a  jobber’s 
label  goods  may  be  assembled  from  any  number  of 
canneries,  from  any  number  of  localities,  with  no 
indication  to  the  purchaser;  whereas  with  private 
labels  they  know  they  are  getting  goods  produced  by 
a  canner,  well  known  or  otherwise,  but  from  a  given 
locality.  And  in  the  growing  better  study  of  foods  this 
is  a  highly  important  point,  and  one  which  the  canners 
cannot  afford  to  lose.  The  industry  has  lost  enough, 
as  it  can  now  see,  when  it  refused  to  demand  in  the 
new  pure  food  law,  that  the  name  of  the  canner,  and 
his  address,  be  required  on  every  can.  If  that  had 
been  written  into  the  law,  as  it  well  might  have  been, 
there  would  not  now  be  the  turmoil  over  the  vastly 
increased  use  of  jobbers’  labels,  and  the  prostitution  of 
the  private  label,  through  prices  below  the  others.  The 
canners  are  paying  a  heavy  price  for  this  lack  of 
courage  to  demand  their  rights.  The  distributors 
growled  at  the  canners,  and  the  canners  slunk  into 
their  holes,  but  now  are  worried  over  the  outlook. 
However,  at  least  the  proper  naming  of  the  labels  can 
be  set  up  and  established.  But  it  will  never  be  unless 
the  canners  get  busy  with  their  associations  and  as  an 
industry.  The  consumers  will  back  them  in  this  de¬ 
mand  for  the  proper  naming  of  the  labels. 

Magazines  and  other  periodicals  now  speak  of  this 
as  “The  Battle  of  the  Brands.”  “Business  Week”  in 
its  most  recent  issue  said  that  the  ten  largest  food 
manufacturers  spend  $35,000,000  per  year  in  national 
advertising,  and  other  smaller  producers  immense  sums 
and  yet  one  leading  chain  store  does  25  per  cent  of  its 
business  under  its  own  brands,  and  other  groups  of 
voluntary  chains  do  as  much  more,  leaving  to  these 
good  advertisers  of  their  own  goods  but  35  per  cent 
of  the  field.  That  is  not  the  only  penalty  paid  by  the 
canners  and  other  food  producers  for  this  failure  to 
protect  their  goods  by  using  their  own  name  on  each 
container.  These  chains  and  cut  rate  markets  use 
these  advertised  brands  to  draw  trade  while  they  sell 
their  own  brands  at  lower  prices.  “Business  Week” 
quotes  six  leading  items  with  a  comparison  of  prices. 
It  says :  “Here,  although  the  company  has  underpriced 
its  competitors  in  every  case,  the  average  of  the  retail 
mark-ups  on  the  six  A.  &  P.  brands  is  9.13  per  cent; 
that  on  the  national  manufacturers’  brands  is  9.65 
per  cent : 


A.  &  P.  Brand  Price 

Ann  Page  Salad  Dressing .  23c 

Sparkle  gelatin  dessert .  3  for  10c 

White  House  milk .  4  for  25c 

Ann  Page  ketchup .  2  for  25c 

Dexo  shortening  .  14c 

Ann  Page  beans .  5c 

Standard  Brand  Price 

Miracle  Whip .  32c 

Jello  .  3  for  14c 

Carnation .  4  for  27c 

Heinz  .  16c 

Spry .  16c 

Campbell’s  .  3  for  20c 


All  of  this  would  have  been  eliminated,  yea,  made 
impossible,  through  the  addition  of  one  clause  to  the 
new  pure  food  law — the  name  of  the  producer  must 
appear  on  each  package.  Now  the  chains  are  putting 
their  own  names  on  the  canners’  products  and  raking 
in  the  profits,  while  the  canners’  brands  play  second 
fiddle,  or  possibly  we  should  rather  say  play  bell-horse 
to  lead  the  customers  into  the  store  where  they  are  sold 
the  chain  brands  of  the  same  product  at  lower  prices. 
And  the  irony  of  the  case  is  that  often  they  do  buy 
exactly  the  same  product  under  the  chain’s  label  as 
the  canner  puts  out  under  his  own  label,  but  sold  to 
the  rhain  at  a  lower  price !  Beat  that  for  commercial 
suicid^* ;  yet  it  is  by  no  means  uncommon. 

If  the  N.  C.  A.  Merchandising  Committee  dares  to 
uncover  some  of  these  misfits  it  may  be  a  shock  to  some 
but  an  old  story  to  many  a  canner.  And  they  wonder 
why  they  cannot  make  money  in  the  canning  business ! 

The  Battle  of  the  Brands  all  comes  out  of  the  faulty 
labelling  of  the  goods,  but  at  least  the  industry  ought 
to  make  them  use  the  proper  term  for  their  labels,  and 
not  pre-empt  what  is  entirely  canners’  property. 

CAUTION  —  Here  is  a  note  of  warning  worth 
heeding : 

Canners  are  again  cautioned  regarding  the  use 
of  buyer’s  labels  on  their  products.  If  there  is  a 
question  in  your  mind  as  to  whether  or  not  the 
labels  comply  with  the  Food  and  Drug  Act  get  a 
written  statement  from  the  buyer,  authorizing  you 
to  go  ahead  and  use  the  labels,  otherwise  the 
canner  is  liable. 

TO  MY  GRANDDAD,  O.  L.  DEMINC 

By  Elizabeth  Reynolds 
- 0 - 

The  work  that  God  gave  him  to  do 
He  did,  and  did  it  well, 

In  love  and  sweet  devotion  true, 

As  anyone  can  tell 

Who  knew  him  just  as  I  did. 

He  thought  not  of  the  glory  he  would  gain 
By  working  hard  amid  the  storm  and  strife, 

But  took  the  good  and  bad,  both  in  his  train 
As  emblems  of  a  full  and  perfect  life, 

And  was  contented. 

As  we  look  back  through  many  happy  years, 

And  see  him  with  cigar  and  cane  in  hand. 

We  look  more  deeply,  closely,  through  our  tears 
And  know  that  now  he’s  in  God’s  “Promised  Land,” 

His  work  is  finished. 
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THE  CANNING  OF  APPLE  JUICE 


by  H.  L.  SIPPLE,  G.  H.  McDONELL,  and  R.  H.  LUECK 

Research  Department,  American  Can  Company,  Maywood,  Illinois 


(Continued  from  last  week) 


III.  EFFECT  OF  DEAERATION  OF  APPLE  JUICE  RESULTS  OF  STORAGE  AND  EXAMINATION  OF  PACK 


An  experimental  pack  made  to  study  the  effect  of  deaeration 
on  the  quality  of  the  canned  juice  was  composed  of  the  following 
variables : 

Bentonite  clarified  juice,  (1)  given  no  deaeration,  (2)  de¬ 
aerated  prior  to  fiash  sterilization  and  canning,  and  (3)  de¬ 
aerated  immediately  upon  receipt  of  the  fresh  juice  from  the 
press  and  again  prior  to  fiash  sterilization  and  canning. 

Approximately  200  gallons  of  juice  were  pressed  for  this 
test,  portions  of  this  juice  being  taken  for  treatment  in  ac¬ 
cordance  with  the  variables  of  the  experiment. 

A.  No  Deaeration: 

The  juice  not  deaerated  was  prepared  and  packed  as  decribed 
for  Bentonite  Clarified  Juice  in  Section  II,  omitting  deaeration 
prior  to  flash  sterilization  and  canning. 

B.  Single  Deaeration : 

The  juice  given  a  single  deaeration  was  prepared  and  packed 
in  the  manner  described  for  Bentonite  Clarified  Juice  in  Sec¬ 
tion  II,  which  included  deaeration  of  the  juice  just  prior  to  flash 
sterilization  and  canning. 

The  deaerator  unit  consisted  of  a  stainless  steel  cylindrical 
tank  12  inches  in  diameter  and  48  inches  high,  containing  eigh¬ 
teen  circular  baffle  plates  10  inches  in  diameter  having  a  total 
top  surface  of  about  1480  square  inches.  The  sides  of  the  tank 
were  corrugated  in  order  to  increase  its  mechanical  strength. 
The  baffle  plates  were  placed  about  2.5  inches  apart  and  were 
constructed  so  as  to  cause  the  juice,  entering  at  the  top  of  the 
deaerator,  to  flow  in  a  very  thin  film  from  the  center  to  the 
periphery  of  the  first  or  top  plate;  there  fall  through  small 
holes  to  the  second  plate,  flow  to  the  center  of  the  second  plate 
and  there  fall  through  a  center  hole  flanged  downward  to  guide 
the  juice  flow  to  the  third  plate,  flow  from  the  center  to  peri¬ 
phery  of  the  third  plate,  and  so  on.  The  juice  from  the  deaerator 
was  collected  and  held  in  a  17-gallon  stainless  steel  holding 
tank  fitted  with  two  sight  glasses. 

A  pressure  of  1.1-1.5  cm.  of  mercury  was  maintained  in  the 
deaerator  and  holding  tank  by  means  of  a  two-stage  steam 
ejector  operating  at  100-115  Ibs./sq.  in.  steam  pressure. 

Operated  at  the  rate  of  one  gallon  per  minute,  with  a  juice 
temperature  of  60-70°  F.,  the  deaerator  removed  approximately 
00-92%  of  the  air  from  the  juice. 

After  10-11  gallons  of  juice  had  been  collected  in  the  holding 
'ank,  juice  was  pumped  from  the  tank  at  the  same  rate  that  it 
was  entering  from  the  deaerator,  without  breaking  the  vacuum, 
and  was  forced  through  the  stainless  steel  sterilizing  and  cooling 
.oils,  and  filled  into  cans. 

Double  Deaeration: 

The  juice  given  double  deaeration  was  treated  as  follows: 

1.  Juice  as  received  from  the  press  was  strained  by  pumping 
hrough  cheesecloth,  and  was  then  deaerated  with  as  little  delay 
is  possible. 

2.  The  deaerated  juice  was  flash  heated  to  200°  F.  and  flash 
ooled  to  60° -70°  F.  without  exposure  to  air  during  heating  and 
ooling  by  pumping  the  juice  directly  from  the  deaerator  hold- 
ng  tank  through  the  stainless  steel  sterilization  coil  set  to  give 

juice  outlet  temperature  of  200°  F.,  then  through  the  two 
iluminum  cooling  coils,  the  first  water-cooled  and  the  second 
ce-cooled,  described  in  Section  II  under  Filtered  Juice.  The 
uice  was  collected  in  an  open  top  paraffin-lined  oak  barrel. 

3.  The  juice  was  given  the  bentonite  clarification  previously 
described. 

4.  The  juice  was  given  the  second  deaeration  following  the 
•larification  treatment,  after  which  it  was  flash  sterilized  at 
i95°  F.  and  cooled  to  170-175°  F.  while  deaerated,  filled  into 
•ans  and  the  cans  closed  on  the  LOG  closing  machine  using  C02 
'as  in  the  manner  previously  described. 


The  results  of  periodic  examinations  of  this  test  pack,  made 
during  a  storage  period  of  twelve  months  at  room  temperature 
have  been  as  follows : 

(1)  Gas  Analysis  of  representative  sample  12-oz.  cans  from 
the  pack  has  given  the  following  results: 


No  deaeration  . 

Single  deaeration 
Double  deaeration 


N2  Found  Original  O2  Calculated 
(Av.)  From  N2  (Av.) 

3.80  cc  1.01  cc 

0.53  cc  0.14  cc 

0.46  cc  0.12  cc 


(2)  The  juice  entering  the  deaerator  was  found  to  have  an 
air  content  averaging  approximately  77  cc.  per  gallon  of  juice. 
The  deaerated  juice  was  found  to  have  an  average  air  content 
of  approximately  6-7  cc  per  gallon  of  juice,  indicating  a  de¬ 
aerator  efficiency  of  approximately  90-92%. 

(3)  The  juice  not  deaerated  was  definitely  lacking  in  apple 
aroma,  a  condition  noticeable  in  samples  examined  within  a 
short  time  after  the  pack  had  been  made. 

The  single  deaerated  and  double  deaerated  juice  samples  had 
good  normal  apple  aroma,  there  being  no  significant  difference 
between  these  two  variables. 


(4)  The  juice  not  deaerated  was  slightly  astringent  and 
lacking  in  apple  flavor. 

The  single  and  double  deaerated  juice  samples  had  good  apple 
flavor.  These  two  lots  were  considered  about  equivalent  with 
regard  to  flavor,  although  a  few  individuals  have  been  able  to 
detect  a  slight  difference  in  flavor  of  the  double  deaerated  juice. 

(5)  All  samples  remained  clear  and  free  from  sediment. 


CONCLUSIONS 

Deaeration  of  apple  juice  prior  to  flash  sterilization  and  can¬ 
ning  has  been  shown  to  have  a  definitely  beneficial  effect  in  the 
rentention  of  the  original  aroma  and  flavor  of  the  juice. 

Juice  deaerated  immediately  upon  receipt  from  the  press  and 
again  just  prior  to  the  final  sterilization  and  canning  step  has 
not  been  found  appreciably  superior  to  juice  given  only  one 
deaeration  just  prior  to  sterilization  and  canning. 


IV.  EFFECT  OF  FRUIT  MATURITY  ON 
'  APPLE  JUICE  QUALITY 

An  experimental  pack  made  to  demonstrate  the  effect  of  fruit 
maturity  on  juice  quality  was  prepared  with  juice  produced  from 
York  Imperial  variety  apples  representative  of  three  different 
stages  of  maturity.  The  lots  of  fruit  selected  were  hard  ripe, 
fully  mature,  and  beyond  optimum  maturity,  and  were  treated 
as  follows: 

A.  Hard  ripe  fruit. 

Juice  pressed  from  hard  ripe  apples  was  divided  into  two  lots 
and  given  the  following  treatment: 

Lot  1 — Filtered  Juice — (Partial  Clarification).  One  portion 
of  the  hard  ripe  juice  was  treated  and  packed  in  the  same 
manner  as  that  described  in  Section  II  for  Filtered  Juice,  Partial 
Clarification  Using  Coarse  Filter  Aid. 

Lot  2 — Fully  Clarified  Juice.  The  second  portion  of  the  hard 
ripe  juice  was  treated  and  packed  in  the  manner  described  in 
Section  II  for  Fully  Clarified  Juice — (Bentonite  Clarification). 

B.  Fully  mature  fruit. 

Juice  pressed  from  fully  mature  apples  was  divided  into  two 
portions  and  treated  as  described  for  the  juice  from  hard  ripe 
fruit. 

C.  Fruit  beyond  optimum  maturity. 

Juice  from  selected  windfall  apples  beyond  optimum  maturity, 
to  which  we  will  refer  as  over-ripe,  was  divided  into  two 
portions  and  treated  as  described  for  the  juice  from  hard 
ripe  fruit. 
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RESULTS  OF  STORAGE  AND  EXAMINATION 

Periodic  examinations  of  this  pack  made  during  a  storage 
period  of  twelve  months  at  room  temperature,  have  given  the 
following  results: 

(1)  The  samples  of  fully  clarified  hard  ripe,  mature,  and 
over-ripe  juice  had  remained  clear  and  free  from  sediment. 

The  filtered  hard  ripe  juice  increased  in  cloudiness  during 
storage  and  developed  a  medium  to  heavy  sediment. 

The  mature  and  over-ripe  filtered  juices  were  cloudy  but  no 
sediment  was  present. 

(2)  The  hard  ripe  juice  was  lacking  in  apple  aroma  in  both 
filtered  and  clarified  samples. 

The  mature  and  over-ripe  juice  samples  had  good  apple  aroma. 

(3)  The  mature  juice  was  found  to  have  excellent  apple 
flavor  and  was  judged  to  be  the  best  of  the  three  lots. 

The  hard  ripe  juice  lacked  flavor. 

The  over-ripe  juice  had  an  old  or  musty  flavor. 

(4)  Some  differences  in  the  composition  of  the  three  lots  of 
juice  are  shown  in  the  following  table  of  values  obtained  by 
examination  of  representative  canned  samples  from  each  lot: 

pH  Titratable  Specific  Per  cent  Su^ar 

(Glass)  Acidity  (As  Gravity  (Calc,  from 

(electrode)  Malic  Acid)  (20°  C.)  Refractive  Index) 


Hard  ripe  juice .  3.49  0.45%  1.046  11.42% 

Mature  juice  .  3.58  0.40%  1.053  12.86% 

Over-ripe  juice  .  3.56  0.39%  1.048  12.34% 


CONCLUSION 

The  apple  juice  prepared  from  fully  mature  fruit  was  found 
to  be  superior  to  juice  prepared  from  either  hard  ripe  or  over¬ 
ripe  fruit.  The  most  significant  difference  was  evident  in  flavor, 
the  mature  juice  having  a  fully  developed  characteristic  apple 
flavor,  while  the  hard  ripe  juice  was  weak  and  lacking  in  flavor 
and  the  over-ripe  juice  had  an  old  or  musty  flavor. 

V.  EFFECT  OF  FLASH  STERILIZATION  OF  APPLE 
JUICE  VERSUS  STERILIZATION  IN  CAN 

An  experiment  for  the  purpose  of  comparing  the  quality  of 
flash  sterilized  apple  juice  with  that  of  juice  sterilized  in  the 
can  was  composed  of  the  following  variables : 

York  Imperial  apple  juice,  fully  clarified  with  bentonite  and 
deaerated : 

A.  Flash  sterilized  at  195°  F.,  cans  filled  to  minimum, 
and  W  gross  headspace,  closed  at  170-175°  F.  on  the 
006  LOC  machine  using  COs  gas  to  eliminate  headspace 
oxygen. 

B.  Cans  filled  cold  and  gross  headspace,  closed  on  the 
006  LOC  machine  using  COs  gas,  processed  10  minutes  at 
212°  F.  and  water  cooled. 

C.  Cans  filled  cold  to  and  Vz"  gross  headspace,  closed 
under  27"  vacuum,  processed  10  minutes  in  boiling  water 
and  water  cooled. 

Approximately  200  gallons  of  juice  were  pressed  for  this 
experiment.  This  juice  was  prepared  as  described  for  Bentonite 
Clarified  Juice  in  Section  II  through  the  deaeration  step. 
Portions  of  the  deaerated  clarified  juice  were  packed  in  accord¬ 
ance  with  the  variables  of  the  experiment. 

A.  Flash  sterilization  195°  F.,  fill  170-175°  F.,  LOC  closure 
using  CO2  gas. 

The  headspace  variables  used  for  this  group  were: 

A-1.  Cans  filled  full  at  170-175°  F. 

A-2.  Cans  filled  to  headspace  at  170-175°  F. 

A-3.  Cans  filled  to  W  headspace  at  170-175°  F. 

B.  Cold  Fill,  LOC  Closure  using  CO2,  process  10  minutes 
at  212°  F.,  water  cool. 

B-1.  Cans  filled  at  78°  F.  to  headspace  and  given  LOC 
closure  using  CO2  gas. 

B-2.  Same  as  1  except  headspace. 

The  closed  cans  were  processed  for  10  minutes  at  212°  F.  and 
water  cooled. 

C.  Cold  Fill,  vacuum  closure,  process  10  minutes  at  212°  F., 
water  cool. 

The  packing  variables  for  this  group  were  as  follows: 

C-1.  Cans  filled  at  78°  F.,  to  headspace,  closed  under  27" 
vacuum  on  a  vacuum  closing  machine. 

C-2.  Same  as  1  except  %"  headspace. 

The  closed  cans  were  processed  for  10  minutes  at  212°  F.  and 
water  cooled. 


RESULTS  OF  STORAGE  AND  EXAMINATION  OF  PACK 
The  results  of  periodic  examinations  of  this  test  pack  ma<  0 
during  a  storage  period  of  twelve  months  at  room  temperatui  j 
have  been  as  follows: 

1.  Average  fill,  headspace,  vacuum,  and  gas  analysis  detc  ■ - 
minations  are  summarized  in  the  following  table: 

Original 


Gross 

Can 

O2  Calc. 

PacIcinK 

Fill 

Headspace 

Vacuum  1 

Nj  Found  by 

From  N2 

Variable 

FI.  Oz. 

32nd  inches 

Year  Storage 

Analysis  (Av.) 

Found  (Av. 

A-1 

12.5 

8 

11  "hg. 

0.40  cc 

0.11  cc 

A-2 

12.3 

10 

17.5" 

0.50  cc 

0.13  cc 

A-3 

11.7 

17 

22.5" 

0.53  cc 

0.14  cc 

B-1 

12.6 

7 

7.5" 

0.63  cc 

0.14  cc 

B-2 

12.0 

13 

19.5" 

0.96  cc 

0.25  cc 

C-1 

12.5 

7 

8.0" 

0.62  cc 

0.16  cc 

C-2 

12.0 

13 

21.0" 

1.90  cc 

0.61  cc 

2.  All  samples  remained  clear  and  free  from  sediment. 

3.  All  samples  had  a  normal  apple  aroma. 

4.  Flavor — The  samples  closed  cold  under  vacuum  (C-1,  C-2) 
and  samples  closed  cold  using  LOC  closure  (B-1,  B-2),  both 
sterilized  in  the  can,  had  a  cooked  taste  and  were  lacking  in 
apple  flavor. 

5.  The  flash  sterilized,  hot  filled  samples  given  LOC  closure 
using  CO2  gas  (A-1,  A-2,  A-3)  did  not  have  a  cooked  taste 
and  were  considered  to  have  a  satisfactory  apple  flavor. 

6.  LOC  closure  using  CO2  gas  effectively  minimized  the 
oxygen  in  the  headspace  of  the  cans  filled  to  minimum,  M"  and 

gross  headspace  closed  at  170-175°  F.  (A-1,  A-2,  A-3)  and 
in  the  cans  filled  at  78°  F.  to  %"  and  Vz"  gross  headspace 
(B-1,  B-2).  The  gas  analysis  results,  given  in  the  preceding 
table,  indicate  that  all  group  A  and  group  B  samples  had  com¬ 
parable  oxygen  contents,  permitting  a  comparison  of  the  effect 
of  the  two  methods  of  sterilization  without  interference  that 
would  be  caused  by  appreciable  differences  in  oxygen  content 
of  the  various  canned  samples. 

CONCLUSION 

Flash  sterilization  of  apple  juice  has  been  found  to  be 
markedly  superior  to  sterilization  of  the  juice  after  canning. 
Juice  sterilized  after  canning  was  lacking  in  apple  flavor  and 
had  developed  a  cooked  taste,  even  though  the  juice  had  been 
deaerated  and  packed  under  conditions  allowing  only  a  minute 
quantity  of  oxygen  to  remain  in  the  closed  cans.  Flash  sterilized 
juice,  filled  into  cans  and  closed  hot,  followed  by  prompt  and 
thorough  water  cooling  retained  its  original  flavor  and  did  not 
develop  a  cooked  taste. 

VI.  APPLE  JUICE— EFFECT  OF  CLOSING  TEMPERA¬ 
TURE  AND  OF  HEAT  TREATMENT  OF  HOT  FILLED 

CANS  AFTER  CLOSURE  AND  PRIOR  TO  COOLING 

An  experiment  regarding  the  effect  of  increased  closing 
temperature  with  correspondingly  decreased  holding  time  be¬ 
tween  closure  and  cooling  was  included  to  determine  whether 
this  procedure  could  be  used  satisfactorily  as  a  means  of 
shortening  the  high  temperature  holding  period.  These  tests 
also  included  the  determination  of  the  effect  produced  by  subject¬ 
ing  cans  filled  with  flash  sterilized  hot  juice  and  closed  to  a 
short  process  in  boiling  water  before  cooling. 

A  150  gallon  lot  of  juice  pressed  for  this  experiment  was 
treated  as  described  for  Bentonite  Clarified  Juice  in  Section  II 
through  the  deaeration  step,  and  portions  of  the  juice  then 
packed  in  accordance  with  the  following  variables: 

A.  Flash  sterilized  195°  F.,  filled  170-175°  F.,  LOC  closure 
using  CO2,  held  horizontally  3-4  minutes,  water  cooled. 

B.  Flash  sterilized  195°  F.,  filled  190°  F.,  LOC  CO2  closure, 
held  horizontally  1  minute,  water  cooled. 

C.  Flash  sterilized  195°  F.,  filled  170-175°  F.,  LOC  CO2  closure, 
processed  3  minutes  at  212°  F.,  water  cooled. 

RESULTS  OF  STORAGE  AND  EXAMINATION  OF  PACK 

Periodic  examinations  of  this  pack  during  twelve  month;- 
room  temperature  storage  have  given  the  following  results: 

All  samples  have  a  normal  apple  aroma,  and  have  remainec! 
clear  and  free  from  sediment. 

The  samples  of  juice  from  Lot  C,  processed  for  3  minutes  at 
212°  F.  after  170-175°  F.  closure,  have  a  noticeable  cooked  flavor 

The  samples  from  Lot  A,  closed  at  170-175°  F.  and  held  3-4 
minutes  before  water  cooling,  and  the  juice  from  Lot  B,  closed 
at  190°  F.,  and  held  1  minute  before  water  cooling  have  a 
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ormal  and  satisfactory  apple  flavor.  No  differences  have  been 
ound  between  Lot  A  and  Lot  B  samples. 

CONCLUSIONS 

The  results  of  these  tests  indicate  that  a  closing  temperature 
190°  F.  and  holding  time  of  1  minute  between  closure  and 
.  Doling  is  as  satisfactory  as  a  170-175°  F.  closure  followed  by 
a  3-4  minute  hold  prior  to  cooling,  so  that  in  the  operation  of 
a  commercial  juice  canning  line  it  should  be  necessary  to  provide 
n  holding  time  of  only  one  minute  between  closure  and  cooling 
if  a  190°  F.  closing  temperature  is  maintained. 

The  test  also  indicates  the  necessity  of  prompt  and  thorough 
water  cooling,  avoiding  holding  the  hot  closed  cans  any  longer 
than  the  time  necessary  to  insure  sterilization  of  the  interior 
.surfaces  of  the  can  prior  to  cooling.  Delay  in  cooling,  or 
inadequate  cooling  causes  the  juice  to  develop  a  cooked  taste. 
Flash  sterilized  juice  properly  filled  into  cans  closed  and  water 
cooled  retains  a  normal  apple  flavor  free  from  any  noticeable 
cooked  taste. 

VII.  EFFECT  OF  CONTAINER  VARIABLES  ON 
QUALITY  AND  STORAGE  LIFE  OF  APPLE  JUICE 
An  experiment  to  study  the  effect  of  container  variables  on 
the  quality  and  storage  life  of  canned  apple  juice  was  composed 
of  test  packs  of  several  types  of  containers  all  prepared  from 
the  same  or  comparable  lots  of  fully  clarified  deaerated  juice, 
the  preparation  and  packing  procedure  being  that  described  for 
Fully  Clarified  Juice  in  Section  11. 

All  cans  used  were  of  the  211  x413  size  (12  fl.  oz.). 

The  following  can  variables  were  among  those  included  in 
this  experiment: 

1.  Plain  type  L  coke  tin  plate. 

2.  Type  L  coke  tin  plate — double  coat  sanitary  enamel  lined 
bodies — special  juice  enamel  lined  ends. 

3.  Type  L  coke  tin  plate — special  juice  enamel  lined  bodies 
and  ends. 

4.  Type  L  lA  charcoal  tin  plate — single  coat  sanitary  enamel 
lined  bodies — special  juice  enamel  lined  ends. 

5.  Type  L  lA  charcoal  tin  plate — double  coat  sanitary  enamel 
lined  bodies — special  juice  enamel  lined  ends. 

RESULTS  OF  STORAGE  AND  EXAMINATION  OF  PACK 
Periodic  examinations  of  samples  of  this  pack  from  both 
98°  F.  and  room  temperature  storage  during  a  twelve  month 
period  have  given  the  following  results: 

The  juice  packed  in  plain  tin  plate  cans  was  bleached,  cloudy, 
and  developed  a  distinct  off  odor  and  flavor  within  a  short  time 
after  packing.  Analysis  indicated  the  solution  of  appreciable 
amounts  of  iron  and  tin  by  the  juice.  Samples  stored  227  days 
at  room  temperature  were  found  to  contain  approximately 
50  P.  P.  M.  of  tin  and  30  P.  P.  M.  of  iron.  Control  samples 
packed  in  glass  bottles  contained  approximately  7  P.  P.  M.  of 
tin  and  6  P.  P.  M.  of  iron. 

All  lots  of  samples  packed  in  enamel  lined  cans  have  remained 
in  satisfactory  condition  throughout  the  twelve  month  storage 
!)criod,  with  regard  to  both  product  quality  and  container  condi¬ 
tion.  Additional  storage  will  be  required  in  order  to  permit 
differentiation  of  these  container  variables  on  the  basis  of  effect 
'  n  quality  and  storage  life  of  the  product. 

CONCLUSIONS 

Plain  tin  plate  cans  have  been  shown  to  be  entirely  unsatis- 
actory  for  apple  juice,  the  product  having  become  bleached  and 
efinitely  off  in  odor  and  flavor  within  a  short  time  after 
acking. 

The  tests  have  not  been  in  progress  for  a  sufficient  length 
t  time  to  permit  many  conclusions  to  be  drawn  regarding  the 
arious  lots  of  enamel  lined  charcoal  and  coke  type  L  tin  plate 
ans,  all  lots  having  remained  in  satisfactory  condition  to  date, 
he  results  available  do  demonstrate  that  type  L  coke  tin  plate 
ans  having  special  juice  enamel  lined  ends  and  special  juice 
namel  or  double  sanitary  enamel  lined  bodies  packed  with 
eaerated  apple  juice  filled  and  closed  hot  using  LOC  closure, 
ill  maintain  the  product  in  entirely  satisfactory  condition  for 
ne  year  at  room  temperature  storage,  the  use  of  lA  charcoal 
an  plate  not  being  necessary. 


VIII.  DISCUSSION 

Throughout  the  experiments  described  herein  the  flash  sterili¬ 
zation  time  was  11.7  seconds,  the  juice  temperature  at  the  coil 
outlet  being  195°  F.  The  juice  then  passed  through  a  cooling 
coil  in  the  same  length  of  time,  the  juice  temperature  at  the 
cooling  coil  outlet  being  170-175°  F.  Numerous  investigators 
have  reported  experiments  in  which  similar  sterilization 
schedules  were  used.  Tucker,  Marsh,  and  Cruess*  flash  sterilized 
apple  juice  at  185°  F.  for  30-60  seconds,  and  Marshall  and 
Kremer*,“  have  reported  the  use  of  a  schedule  of  10  seconds  at 
190°  F.  With  regard  to  the  use  of  lower  temperatures,  Pederson 
and  Tressler*  have  stated  that  apple  juice  prepared  from  tart 
or  acid  eastern  apples  can  be  flash  sterilized  and  canned  at 
160°  F.  or  higher.  Smith”  states  that  a  sterilizing  temperature 
of  160°  F.  can  be  used  when  the  apple  juice  is  to  be  canned.  In 
the  method  described  by  Smith,  however,  the  juice  is  flash  heated 
to  180°  F.,  flash  cooled,  filtered,  then  flash  sterilized  at  160°  F. 
and  filled  hot  into  cans. 

It  is  possible  that  sterilization  at  temperatures  as  low  as 
160  °F.  may  be  used  in  some  instances  without  difficulty.  It  is 
well  known,  however,  that  with  high  contamination  of  the  juice 
a  process  having  an  extremely  low  sterilization  value  may 
readily  become  quite  inadequate.  This  difficulty  must  be  antici¬ 
pated  by  giving  the  most  severe  process  possible  without  serious 
loss  in  the  quality  of  the  product.  The  object  of  this  procedure 
is  to  provide  at  all  times  the  highest  possible  safety  factor 
against  spoilage  of  the  pack.  The  use  of  sufficient  heat  treatment 
to  inactivate  all  enzymes  present  in  the  juice  is  also  a  very 
important  factor  in  the  determination  of  the  sterilization 
schedule.  A  procedure  for  the  preservation  of  apple  juice  should 
prevent  spoilage  due  to  the  action  of  micro-organisms  and  should 
also  inactivate  the  enzymes  present  so  as  to  prevent  the 
occurrence  of  any  enzymatic  action  in  the  final  product. 

Our  experience  with  the  preservation  of  orange  juice  and 
grapefruit  juice  may  be  cited  as  evidence  of  the  necessity  of 
using  an  adequate  preservation  procedure.  It  has  been  found 
that  orange  and  grapefruit  juice  can  be  flash  sterilized  under 
time-temperature  conditions  that  do  not  inactivate  the  pectase 
enzymes  present,  with  the  result  that  these  enzymes  continue 
to  act  upon  the  pectin  in  the  juice,  producing  curd  formation  in 
the  product  even  though  the  sterilizing  process  used  was  suffi¬ 
cient  to  prevent  any  spoilage  due  to  micro-organisms. 

With  regard  to  methods  of  clarification  of  apple  juice,  it  is  of 
interest  to  note  some  of  the  advantages  afforded  by  the  Bentonite 
method.  Bentonite  treatment  is  quite  rapid,  easily  controlled, 
obviates  any  necessity  for  long  holding  periods  between  pressing 
and  actual  canning  of  the  clarified  juice,  and  possesses  the  added 
advantage  of  being  inexpensive.  All  of  these  factors  are  quite 
significant  in  the  operation  of  a  commercial  canning  line. 

The  observation  that  deaeration  of  apple  juice  prior  to  flash 
sterilization  and  canning  aids  in  the  retention  of  apple  aroma  and 
flavor  is  in  agreement  with  the  results  which  have  been  obtained 
by  many  other  investigators  working  with  various  fruit  juices. 
Deaeration  is  essential  to  the  packing  of  high  quality  apple 
juice,  just  as  it  is  in  the  case  of  other  fruit  juices. 

The  effect  of  fruit  maturity  on  the  quality  of  juice  produced, 
which  has  been  discussed  by  several  investigators,  is  well  illus¬ 
trated  by  the  results  of  these  tests.  Apples  must  be  at  their 
optimum  maturity  in  order  to  produce  juice  of  the  highest 
quality.  Fruit  that  is  too  green  or  that  is  past  the  stage  of 
optimum  maturity  will  produce  a  noticeably  inferior  product,  so 
that  it  is  of  importance  to  select  the  apples  used  with  regard 
to  stage  of  maturity  as  well  as  soundness  and  variety. 

The  market  advantages  of  flash  sterilization  of  deaerated  fruit 
juices  are  well  recognized.  Sterilization  after  canning  is  quite 
detrimental  to  the  flavor  of  apple  juice,  even  though  the  juice  is 
deaerated  and  packed  under  conditions  allowing  only  a  minute 
quantity  of  oxygen  to  remain  in  the  closed  can.  Rapid  and 
thorough  cooling  of  the  closed  cans  to  a  temperature  below 
100°  F.  is  of  great  importance,  also,  in  order  to  avoid  the 
development  of  a  cooked  taste  that  will  occur  if  the  hot  closed 
cans  are  held  any  longer  than  the  time  necessary  to  insure  ster¬ 
ilization  of  the  interior  surfaces  of  the  can  prior  to  cooling. 
Delayed  or  inadequate  cooling  may  offset  to  a  large  extent  the 
advantages  gained  by  deaeration  and  flash  sterilization. 


(Please  turn  to  page  22) 
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CONTESTS  VERY  POPULAR 

by  "BETTER  PROFITS" 

Special  Correspondent  of  “The  Canning  Trade” 


Trends  in  merchandising  indicate  unmistakably 
that  contests  have  the  call  in  managerial  preference 
today.  One  manufacturer  after  another  holds  one, 
finds  it  builds  business  and  soon  others  in  his  line  take 
up  the  idea.  We’ll  all  be  contest  conscious  before  long. 
Just  this  week  I  was  handed  the  details  of  a  news¬ 
paper  window  display  contest  held  in  connection  with 
a  State  retail  grocers  annual  convention.  In  this  case 
the  paper  held  entrants  to  those  displaying  goods  adver¬ 
tised  in  the  newspaper  columns  within  ninety  days. 
Of  course  those  dealers  co-operating  with  National 
Retail  Grocers  week  were  also  the  only  ones  entitled  to 
enter  inasmuch  as  the  display  is  to  be  held  during  that 
period.  In  this  instance  the  displays  are  to  be  judged 
as  to  their  consumer  appeal. 

Canners  may  take  a  hint  from  this  contest  and 
persuade  any  newspaper  carrying  their  schedule  to  put 
on  such  a  contest,  confining  those  who  may  enter  to 
the  dealers  carrying  their  line  in  certain  minimum 
amounts  or  ordering  a  specified  number  of  cases.  In 
this  case  the  prizes  were  thirty-three  in  number 
arranged  as  follows :  First  prize,  $25.00 ;  Second 
prize,  $15.00;  Third  prize,  $10.00;  Five  prizes  each 
$5.00;  and  twenty-five  prizes  of  $1.00  each.  Quite  a 
wide  distribution  of  interest  may  be  obtained  by  offer¬ 
ing  as  large  a  number  of  prizes  as  has  been  done  in 
this  instance.  From  this  you  can  see  that  a  canner 
securing  as  many  entrants  as  we  have  listed  numeri¬ 
cally  and  the  accompanying  display  would  be  getting 
quite  a  lot  for  his  money.  He  would  if  it  is  agreed  as 
it  should  be  that  one  of  the  many  effective  ways  of 
advertising  is  at  the  point  of  purchase,  the  retail 
dealers  store. 

Almost  at  the  same  time  this  display  contest  was 
announced  the  mails  carried  news  of  the  Minnesota 
Valley’s  tenth  birthday  promotion.  This  contest  carries 
prize  money  in  the  amount  of  $1,000.00  in  all,  but  is 
also  designed  to  cover  a  lot  of  interested  stores.  Five 
prizes  of  $50.00  each  will  be  given  in  each  of  the  follow¬ 
ing  territories.  South,  East,  Middlewe.st,  Southwest  and 
Mountain  Pacific;  five  second  prizes  of  $25.00  each 
will  be  given  in  each  of  the  territories,  five  third  prizes 
of  $10.00  each  in  each  territory,  twenty-five  fourth 
prizes  of  $5.00  each  in  each  of  the  territories  and  two 
hundred  and  twenty-five  prizes  of  $2,00  will  be  given, 
forty-five  to  each  of  the  five  sections. 

Window  displays  will  not  be  considered  in  this  con¬ 
test  at  all.  The  details  call  for  counter,  floor  or  table 
display.  Here  you  see  a  canner  passing  up  the  oppor¬ 
tunity  for  having  customers  attracted  to  a  store  by 
means  of  attractive  displays  in  windows,  believing  no 
doubt  that  manufacturer’s  advertising  materials  to  be 
furnished  will,  if  properly  used,  draw  folks  into  the 


retail  establishments  where  the  goods  are  displayed  in 
connection  with  the  contest.  Once  they  are  in  the  place, 
attractive,  mass,  selling  displays  will  sell  the  goods. 
Materials  in  the  kit  offered  are  over  the  wire  banners 
45"xl7iV',  price  cards;  streamers  21V2"x7V2",  bal¬ 
loons  (one  to  be  offered  with  each  two  can  purchase), 
a  reprint  of  the  current  ad,  and,  to  fill  out  the  service, 
cuts  for  dealer’s  handbill  and  newspaper  advertising 
are  on  hand. 

Just  because  Minnesota  Valley  goes  to  these  lengths 
is  no  reason  why  a  small  canner  ought  to,  or  that  they 
must  go  into  a  like  campaign  with  such  additional  ex¬ 
penditures.  After  all,  the  interior  displays  are  the 
thing.  Arrange  your  contest  to  stimulate  the  making 
of  these  and  you  will  accomplish  the  big  part  of  the 
intentions  in  this  case.  Of  course,  Minnesota  Valley 
Canning  Company  requires  each  contestant  to  send  a 
snap  shot,  or  better  picture,  to  the  company.  All  pic¬ 
tures  remain  the  property  of  the  canners  of  Green 
Giants  and  Del  Maize  Niblets.  The  magazine  ad,  covers 
the  history  of  the  development  of  the  Green  Giant 
Brand  of  Peas  as  well  as  it  is  possible  to  cover  it  in 
such  comparatively  small  space.  A  smaller  canner 
would  need  only  to  prepare  leaflets  describing  the  basic 
variety  of  the  food,  the  “Birthday”  of  which  is  to  be 
celebrated,  or  even  a  description  of  the  area  in  which 
the  food  is  grown  will  suffice  to  extend  reader  interest 
in  the  item  being  publicized.  The  main  thing  is  to 
strongly  present  reasons  why  the  celebration  is  to  be 
held.  Inasmuch  as  the  dealer  will  be  helped  materially 
in  disposing  of  the  foods  advertised  the  profit  motive 
on  his  part  furnishes  the  motive  for  his  participation. 

Corned  beef  hash  is  not  exactly  a  popular  item  on 
the  menu  of  the  average  housewife,  nor  is  it  an 
especially  economical  dish  when  served.  Last  summer 
Libby,  McNeil  and  Libby  promoted  a  consumer  con¬ 
test  in  which  an  entrant  bought  a  can  of  the  product 
and  another  in  their  full  line  of  canned  meats,  for¬ 
warded  both  labels  and  a  sales  slip  to  the  company  with 
a  list  of  words  built  by  using  as  the  first  letter  of 
each  word  submitted  a  letter  appearing  in  the  slogan 
“Libby’s  Corned  Beef  Hash.”  This  may*  not  be  the 
exact  formula  for  entrance  but  it  will  answer  for 
showing  the  principal  thought  behind  the  contest.  Con¬ 
sumers  could  not  .help  think  again  and  again  of  the 
product  when  the  descriptive  slogan  of  it  was  to  be 
used  in  preparing  the  list  of  words  to  be  sent  in  foi 
substantial  prizes.  Best  of  all  from  the  company  stand¬ 
point,  a  product  allied  to  corned  beef  hash  in  a  slov. 
moving,  high  profit  line  was  sold  to  each  contestant. 
The  main  thing  to  be  remembered  in  connection  witl- 
this  contest  is  that  thousands  and  thousands  of  entries 
were  received  from  consumers  before  the  date  on  which 
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the  contest  was  supposed  to  start.  Salsemen  and  rep¬ 
resentatives  covering  large  territories  were  so  im- 
,)ressed  with  the  material,  and  the  salesbuilding  possi¬ 
bilities  of  the  contest,  they  offered  the  material  describ¬ 
ing  the  contest  to  dealers  as  soon  as  it  was  ready.  The 
dealers  were  likewise  impressed,  put  up  the  advertising 
and  consumers  started  buying  the  two  products  and 
entering  the  contest. 

The  whole  thing  was  so  successful  from  the  dealers’ 
and  company’s  standpoint  Libby,  McNeil  and  Libby 
are  now  starting  to  promote  a  similar  contest  in  which 
the  consumers  tell  why  they  like  Libby’s  pineapple 
juice  and  also  submit  a  label  from  some  juice  in  the 
Libby  line  other  than  pineapple.  No  doubt  this  con¬ 
test  will  prove  as  popular  as  the  first,  if  not  more  so! 

Contests  may  seem  like  catch  penny  devices  from  the 
standpoint  of  the  critical  who  remain  firmly  convinced 
that  only  straight  selling  and  merchandising  efforts 
will  advance  the  cause  of  improved  sales  of  a  product, 
but  the  only  possible  comment  on  such  a  thought  is 
that  contests  do  sell  more  merchandise;  they  do  fix 
a  closer  interest  in  the  products  on  the  part  of  many 
consumers. 

One  can  hardly  round  out  the  list  of  sales  and  prod¬ 
ucts  contests  without  touching  briefly  on  the  contest 
in  which  a  financial  remuneration  or  a  merchandise 
prize  is  given  a  salesman  for  performing  certain  tasks. 
In  every  case  such  contests  produce  closer  concentra¬ 
tion  on  the  items  by  the  salesmen  and  usually  produce 
increased  sales  as  well.  Sums  given  in  each  territory 
need  not  be  large;  merchandise  supplied  may  be  only 
of  a  usable  homely  sort,  such  as  orders  for  fall  hats 
at  this  season  of  the  year,  or  serviceable  white  broad¬ 
cloth  shirts  in  wanted  sizes.  If  a  canner  is  to  start  out 
on  contest  support  of  his  label  or  line  of  products,  and 
wants  to  do  so  on  a  limited  scale  in  the  beginning, 
contests  for  increased  sales  support  by  salesmen  may 
be  held  in  a  single  territory  and  then  extended  to  as 
many  more  as  may  be  thought  best  as  soon  as  the 
worth  of  the  contest  has  been  proven. 

Next  importance  in  the  contest  set-up,  it  seems  to 
me,  is  that  contest  which  enthuses  the  retail  dealer  to 
display  the  goods  and  advertising  material,  if  any,  that 
may  be  supplied  as  a  supporting  part  of  the  contest. 
It  stands  to  reason  anything  causing  your  dealers  to 
display  your  goods  more  prominently,  either  in  their 
store  or  windows,  will  help  increase  your  sales.  It’s 
needless  to  point  out  that  any  contest  that  causes  a 
consumer  to  buy  additional  products  in  a  line,  and  at 
'he  same  time  fixes  firmly  in  mind  the  name  of  the 
product  being  promoted  by  the  contest  will  materially 
improve  and  increase  sales. 

In  contests  then,  we  have  a  merchandising  line-up 
i  hat  may  be  used  on  a  trial  basis  in  limited  territories 
in  some  cases,  then  expanded  as  the  occasion  demands. 
We  can  formulate  merchandising  plans  which  appeal 
primarily  to  dealers  salesmen,  dealers  or  consumers,  or 
all  three.  All  these  benefits  may  be  derived  from  a 
form  of  merchandising  not  associated  in  the  least  with 
newspapers  or  magazines  except  as  the  promoters  may 
wish  to  enlarge  on  their  original  scope.  Your  sales 
and  profits  will  increase  as  you  apply  contest  sales 
building  plans  to  the  merchandising  of  your  products ! 


Are  You  Seeking  To  Lower  Your  Produc¬ 
tion  Costs  In  Packing 

CATSUP 


Equipment  designed  to  give  max¬ 
imum  quality  production  with  the 
lowest  minimum  costs  is  in  demand 
today — and  in  CRCO  equipment 
the  catsup  packer  finds  both  these 
qualities. 

CRCO  Chopper  Pumps 

Designed  for  moving  tomatoes  at  lower 
costs  and  under  absolutely  sanitary  con- 
ditons.  CRCO  Chopper  pumps  combine 
a  chopper  and  sanitary  pump  of  great 
efficiency.  Made  in  two  popular  sizes. 

Send  for  complete  specifications  and 
prices. 


CRCO  Pre-Heaters 


Used  as  pre-Heaters  or  pas¬ 
teurizers,  CRCO  equipment 
is  designed  with  thermostatic 
controls  in  either  steam 
vacuum  or  hot  water  types. 
Positively  no  danger  of 
“burning  on.”  Write  for 
complete  specifications  and 
prices.  CRCO  Pre-IIeaters 
and  Pasteurizers  are  made  in 
both  standard  and  special 
sizes. 


CRCO  Sanitary  Pumps 

CRCO  Sanitary  Pumps  will  pump  liquids 
and  semi-liquids  faster  and  with  less  agit¬ 
ation  and  aeration  than  the  usual  type 
of  centrifugal  pumps.  For  the  packer  who 
wishes  to  cut  his  operating  and  labor  ex¬ 
penses,  CRCO  Pumps  will  keep  these 
items  to  a  minimum. 


€hisholm-Ryder  €o. 

NIAGARA  FALLS,  N.  Y.  CHICAGO,  ILL.  COLUMBUS,  WIS. 

JAS.  Q.  LEAVITT  &  CD.,  OGDEN,  UTAH,  and  SEATTLE,  WASH. 

W.  D.  CHISHOLM,  NIAGARA  FALLS,  CANADA 
A.  K.  ROBINS  &  CO.,  Inc.,  BALTIMORE,  MD. 
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GRAMS  of  INTEREST 


HOWARD  C.  MORGAN 

Howard  C.  Morgan,  President  of  the 
Crystal  Canning  Company,  of  Frankford, 
Michigan,  and  Vice-President  of  the  John 
C.  Morgan  Company,  Traverse  City, 
Michigan,  died  Tuesday,  October  15th, 
following  a  very  short  illness.  Mr.  Mor¬ 
gan  had  been  very  active  in  the  affairs 
of  the  Michigan  and  National  Canners 
Associations,  having  been  past  President 
of  the  Michigan  Canners  Association, 
and  served  as  a  Director  of  the  National 
Canners  Association.  These  activities 
had  made  him  many  friends  throughout 
the  industry  w'ho  will  sincerely  mourn 
his  passing.  ' 

CANNED  FOODS  EXCHANGE’S 
GET-TOGETHER 

Members  of  the  Baltimore  Canned 
Foods  Exchange  and  the  Allied  Indus¬ 
tries  gathered  for  a  jollification  and 
buffet  supper  on  Thursday  evening, 
October  17th.  A  crowd  of  about  eighty 
was  in  attendance  and  all  had  a  thor¬ 
oughly  enjoyable  evening. 

ALASKA  PACKERS  MOVE  OFFICES 

The  Alaska  Packers  Association,  San 
Francisco,  California,  has  moved  into 
quarters  in  an  adjoining  building  on 
California  street  and  the  building  in 
which  it  was  formerly  located  is  being 
rebuilt.  When  completed,  it  will  be  occu¬ 
pied  by  the  promotion  department  of  the 
California  Packing  Corporation,  enabling 
the  latter  to  give  over  more  space  to  its 
sales  department. 


OHIO  CANNERS  TO  MEET  AT  COLUMBUS 

The  meeting  of  the  Ohio  Canners  Asso¬ 
ciation  scheduled  for  December  10th  and 
11th  will  be  held  at  the  Deshler  Wallick 
Hotel,  Columbus,  Ohio,  according  to  word 
received  from  Secretary  Roy  Irons. 


ALEX  K.  THORNTON 

Alex  K.  Thornton,  founder  of  the 
Pleasant  Grove  Canning  Company,  Pleas¬ 
ant  Grove,  Utah,  and  long  active  in 
civic  affairs,  died  recently  of  a  stomach 
ailment.  He  was  72  years  old. 

NEW  SARDINE  PLANT  OPERATING 

The  new  Red  Rock  fish  cannery  has 
commenced  operations  at  Point  San  Pablo 
near  Richmond,  California,  adjoining  the 
Red  Rock  reduction  plant.  The  plant, 
with  ultra  modern  equipment,  is  capable 
of  packing  250,000  cases  of  sardines  a 
year.  E.  M.  Darrimon,  of  San  Francisco, 
is  head  of  both  the  new  cannery  and  the 
reduction  concern.  The  output  will  be 
handled  by  Parrott  &  Co.,  who  handle 
the  account  of  the  San  Carlos  Canning 
Company,  Monterey,  California. 

STANDARD-KNAPP  MOVES 

The  general  office,  factory,  and  en¬ 
gineering  department  of  the  Standard- 
Knapp  Corporation  has  been  moved  to 
Portland,  Connecticut,  although  the  com¬ 
pany  is  maintaining  an  Eastern  sales 
office  at  570  Lexington  Avenue,  New 
York  City,  where  Malcolm  McFaull, 
William  Geisler  and  George  Schaefer  will 
maintain  headquarters. 


FOOD  ADVERTISING  UNDER  DUAL 
CONTROL 

Upon  examination  of  collateral  adver¬ 
tising  to  determine  what  should  be  dis¬ 
closed  upon  the  package  label,  it  developed 
at  the  hearing  held  before  the  Food  and 
Drug  Administration  on  dietary  food 
labeling  last  week,  that  in  addition  to 
being  subject  to  regulation  by  the  Federal 
Trade  Commission  with  regard  to  all 
advertising,  that  the  Food  and  Drug 
Administration  may  also  be  empowered 
to  rule  upon  all  newspaper,  radio  and 
magazine  advertising.  Some  manufac¬ 
turers  feel  that  the  proposed  label  re¬ 
quirements  are  now  so  stringent  that  {lie 
only  possible  course  is  to  curtail  advertis¬ 
ing,  or  stress  brand  names  only,  and  to 
dispense  with  further  educational  adver¬ 
tising.  Most  food  manufacturers  were  of 
the  opinion  that  with  the  enactment  of 
the  Wheeler-Lea  amendments  to  the 
Federal  Trade  Act,  the  Federal  Trade 
Commission  was  the  sole  regulator  of 
food  and  drug  advertising. 

McKeesport  to  chance  name 

Georges  F.  Doriot,  President  of  the 
McKeesport  Tin  Plate  Corporation,  in  a 
letter  to  stockholders  clarifying  develop¬ 
ments  in  connection  with  the  company’s 
recent  decision  to  retire  from  the  manu¬ 
facture  of  tin  plate  and  devote  its  entire 
efforts  to  can  manufacturing,  disclosed 
that  a  change  in  the  corporate  name  to 
the  National  Can  Corporation  will  be 
recommended  by  Directors  at  the  next 
meeting  of  stockholders.  The  assets  and 
goodwill  of  the  tin  plate  division  were 
sold  to  Jones  &  Laughlin  Steel  Corpora¬ 
tion  on  October  1st  for  a  consideration 
of  $3,000,000. 

NEW  CANNING  COMPANY 

N.  A.  Johanes,  A.  L.  Wagner  and  Wil¬ 
liam  Belitz,  are  the  incorporators  of  the 
newly  organized  Cleveland  Canning  Com¬ 
pany,  Inc.,  capitalized  at  $27,500,  which 
will  operate  a  cannery  at  Cleveland  near 
Manitowoc,  Wisconsin. 

PENITENTIARY  CANNERY  BURNS 

A  cannery  and  sugar  refinery  of  the 
Louisiana  State  Penitentiary,  Angola, 
Louisiana,  was  destroyed  by  fire  on  Octo¬ 
ber  10th,  with  some  $25,000  loss. 

LOVECREN  HEADING  EAST 

C.  N.  Lovegren,  head  of  the  Hunt 
Brothers  Packing  Company,  San  Fran¬ 
cisco,  California,  is  making  a  business 
trip  to  Eastern  distributing  centers. 

MICHIGAN  DATES  DECEMBER  3RD 
AND  4TH 

Secretary  Don  S.  Morgan  has  advised 
that  the  winter  meeting  of  the  Michigan 
Canners  Association  will  be  held  Decem¬ 
ber  3rd  and  4th  at  the  Pantlind  Hotel, 
Grand  Rapids,  Michigan. 


THE  TRADE-O-GRAPH 


DOLLAR  SALES  OF 
CHAIN  GROCERY  STORES 


(Seasonally  Adjusted) 

AUGUST  1940  Compared  with: 
JULY 

1940 


FEBRUARY 

1940 


DECREASE 


AUGUST 

1939 


INCREASE 


1 


Mill 


EACH  SYMBOL  EQUALS  3% 
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/ILLIAM  SILVER  &  COMPANY  CITED 
BY  FTC 

The  Federal  Trade  Commission  has 
.  .sued  a  complaint  against  William  E. 
and  Francis  S.  Silver,  trading  as  W, 
■'liver  &  Company,  Aberdeen,  Maryland, 
or  violation  of  the  brokerage  provision 
of  the  Robinson-Patman  Act. 

CORN  MEETING  A  ONE-DAY  SESSION 

The  “After  Pack”  meeting  of  the  corn 
canners,  scheduled  for  October  22nd  and 
23rd,  at  the  Morrison  Hotel,  Chicago,  will 
be  held  to  a  one  day  session  for  Tuesday, 
October  22nd.  The  meeting  held  under 
the  auspices  of  the  Corn  Canners 
Service  Bureau  will  begin  promptly  at 
10:30  A.  M. 

ANSWER  FTC  COMPLAINTS 

R.  C.  Williams  &  Company,  and  A. 
Krasne,  Inc.,  New  York  City  wholesale 
grocers,  have  filed  answers  to  Federal 
Trade  Commission  complaints  denying 
having  accepted  allowances  and  discounts 
in  lieu  of  brokerage  upon  purchases  made 
in  violation  of  the  Clayton  Act  as 
amended  by  the  Robinson-Patman  Act, 
as  alleged. 

OPEN  NEW  LABORATORY 

Best  Foods,  Inc.,  held  open  house  last 
Wednesday  afternoon  for  the  press,  home 
economists,  and  others  at  their  Bayonne, 
New  Jersey,  plant  marking  the  formal 
opening  of  their  new  research  and  de¬ 
velopment  laboratory  completed  recently 
at  a  cost  of  $150,000. 

SAUQUOIT  CANNING  COMPANY 
BANKRUPT 

Sanford  Hatfield,  Vice-President  of  the 
Sauquoit  Canning  Company,  Sauquoit, 
New  York,  by  authorization  of  the  com¬ 
pany’s  Board  of  Directors  has  filed  vol¬ 
untary  petition  in  bankruptcy  in  the  Fed¬ 
eral  Court  at  Utica,  listing  liabilities  of 
$02,437  and  assets  of  $36,311. 

PAUL  E.  KROEHLE 

Paul  E.  Kroehle,  of  the  brokerage  firm 
o'"  Paul  E.  Kroehle  Company,  Cleveland, 
f''>rmer  President  of  the  National  Food 
brokers  Association,  died  on  Wednesday, 
(  ^!tober  16th,  after  a  prolonged  illness, 
'’r.  Kroehle  had  a  very  likable  person- 
ity  and  was  extensively  known  through- 
<  it  the  industry  and  was  always  a 
aunch  champion  of  the  cause  of  the 
i)d  broker. 

CANCO’S  MR.  STURDY  SPEAKS 

October  21st,  Grand  Rapids,  Michigan; 
and  Rapids  Wholesale  Grocery  Co. 
October  22nd,  Shelby,  Michigan; 
ilary  Club. 

October  23rd,  Chicago,  Illinois;  Plee- 
ng  Convention. 

October  23rd,  Cleveland,  Ohio;  Wm. 
Iwards  Company. 

October  24th,  Corning,  New  York; 
)tary  Club. 


FRANK  E.  GORRELL  ADDRESSES 
CALIFORNIA  CANNERS 

By  Berkeley 

An  especially  interesting  meeting  of 
California  canners,  and  others  closely 
associated  with  the  canning  industry,  was 
held  in  the  Comstock  Room  of  the  historic 
Palace  Hotel,  San  Francisco,  California, 
October  15.  The  meeting,  which  took  the 
form  of  a  luncheon  affair  was  in  honor 
of  Frank  E.  Gorrell  secretary  of  the 
National  Canners  Association,  and  was 
well  attended.  Although  sponsored  by  the 
Canners  League  of  California,  non-mem¬ 
bers  were  also  invited. 

Preston  McKinney,  president  and 
secretary  of  the  Canners’  League,  intro¬ 
duced  an  imposing  array  of  distinguished 
guests,  but  announced  that  the  Amal¬ 
gamated  Order  of  Secretaries  had  decided 
that  talks  would  be  confined  to  members 
of  this  organization  of  two.  He  confined 
his  opening  talk  to  legislation  that  is  to 
be  expected  when  the  California  Legisla¬ 
ture  goes  into  session  early  in  January. 
Among  the  measures  that  are  apt  to  come 
in  for  attention  is  a  Growers’  Lien  Bill, 
measures  to  outlaw  open  contracts  and 
measures  to  do  away  with  the  selling  of 
futures,  except  at  least  at  the  cost  of 
production. 


National  secretary  Frank  E.  Gorrell 
opened  his  remarks  with  the  suggestion 
that  these  were  stirring  times,  with  a 
World  War  entering  upon  its  second  year. 
He  said  that  much  of  report  would  neces¬ 
sarily  have  to  do  with  problems  arising 
from  the  war. 

He  first  took  up  the  excess  profits  tax 
and  explained  its  principal  features  and 
how  they  would  have  to  be  met.  He  said 
that  this  measure  had  been  written  by 
Treasury  experts  and  that  most  of  the 
suggestions  that  had  been  made  by  can¬ 
ners  had  been  thrown  out.  It  was  sug¬ 
gested  that  a  new  measure  might  be  ex¬ 
pected  next  year,  making  the  tax  a  more 
equitable  one.  A  memorandum  on  tax 
measure  was  left  with  Mr.  McKinney  for 
the  benefit  of  the  California  canners  who 
might -be  uncertain  on  some  points. 

The  defense  program  was  taken  up, 
with  special  reference  to  the  part  the 
canning  industry  might  be  expected  to 
play  in  this.  He  said  that  Federal 
authorities  were  making  a  close  check 
on  available  food  supplies,  with  trade  as¬ 
sociations  lending  every  assistance.  The 
National  Defense  Council  is  seeking  more 
frequent  figures  on  stocks  of  some  items, 
including  canned  fruits,  and  these  will 
doubtless  be  forthcoming.  The  consump¬ 
tion  of  canned  fruits  and  vegetables  in 


STOCKS  AND  SHIPMENTS  RED  PITTED  CHERRIES 

Division  of  Statistics  of  N.  C. 

A. 

1939-40 

1940-41 

2 

10 

2 

10 

Stocks  October  1 . 

672,514 

425,840 

1,148,151 

686,694 

Shipments  for  September.... 

Not  available 

158,423 

132,753 

Shipments  July  1  to  Octo- 

ber  1  . 

1,346,174 

685,454 

842,387 

581,286 

OCTOBER  1  STOCKS 

WITH  SHIPMENTS  RED  PITTED 

CHERRIES  (In  Cases) 

24/2 

6/10 

Misc. 

Total 

New  York  and  Pennsylvania: 

Stocks:  Sold  not  shipped 

68,106 

60,621 

11,067 

139,794 

Stocks:  Unsold  . 

96,641 

35,242 

8,944 

140,827 

Stocks:  Total  . 

164,747 

95,863 

20,011 

280,621 

Shipments  for  September 

17,224 

30,181 

8,874 

56,279 

Mich.,  Wise.,  and  Ohio: 

Stocks:  Sold  not  shipped 

346,691 

159,747 

14,784 

521,222 

Stocks:  Unsold  . 

582,966 

273,445 

36,364 

882,775 

Stocks:  Total  . 

929,657 

433,192 

41,148 

1,403,997 

Shipments  for  September 

139,504 

95,270 

5,251 

240,025 

Western  States: 

Stocks:  Sold  not  shipped 

23,662 

55,193 

26,624 

105,429 

Stocks:  Unsold  . 

30,135 

102,446 

16,567 

149,148 

Stocks:  Total  . 

53,747 

157,639 

43,191 

254,577 

Shipments  for  September 

1,695 

7,302 

15,781 

24,778 

Total  United  States: 

Stocks:  Sold  not  shipped 

438,409 

275,561 

52,475 

766,445 

Stocks:  Unsold  . 

709,742 

411,133 

51,875 

1,172,750 

Stocks:  Total . 

1,148,151 

686,694 

104,350 

1,939,195 

Shipments  for  September 

158,423 

132,753 

29,906 

321,082 

The  above  report  is  based  on  reports  from  all  but  15  of  the  Red  Pitted  1 

Cherry  Canners  packing  in 

1940,  together  with  estimates  for  those  not 

reporting. 
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CALENDAR  OF  EVENTS 


military  encampments  is  larger  than  for 
the  same  number  of  men  in  civilian  life, 
with  estimates  of  a  6V2  per  cent  increase 
in  fruits  and  4  per  cent  in  vegetables. 
Fruits  will  be  used  in  canned  form,  dried 
and  frozen,  depending  on  prices  and  cir¬ 
cumstances.  Sales  to  the  Army  and  Navy 
will  mean  a  shift  in  the  channels  of  dis¬ 
tribution,  but  added  business  for  canners. 

The  tin  plate  situation  was  gone  into 
thoroughly,  with  statistics  presented  as 
to  source  of  supply  and  the  quantities 
normally  used  in  different  industries. 
Smelting  was  described  as  the  bottleneck 
in  the  tin  industry  and  attention  was 
paid  to  plans  for  the  smelting  of  tin  ore 
in  this  country.  Laboratory  work  on  sub¬ 
stitutes  for  tin  was  outlined  but  it  was 
suggested  that  no  substitute  is  in  sight 
at  present. 

Legislation  pending  in  Congress  came 
in  for  attention,  ranging  from  water 
pollution  to  labor  measures,  with  plenty 
of  problems  to  occupy  the  attention  of 
canners. 

Consumer  complaints  were  discussed, 
with  some  specific  cases  outlined.  Most 
of  these  are  decided  in  favor  of  canners. 
Home  economics  work  was  outlined  and 
results  held  to  be  quite  satisfactory. 
Especially  pleasing  has  been  the  interest 
of  late  in  quantity  recipes  calling  for  the 
use  of  canned  products  in  dishes  for 
crowds  of  fifty  or  more. 

The  meeting  ended  with  questions  from 
canners  and  with  Secretary  Gorrell  ex¬ 
plaining  in  more  detail  than  had  been 
possible  in  his  condensed  report  some  of 
the  new  duties  that  are  being  thrust 
upon  canners  in  these  confused  times. 


DISTRIBUTORS’  ACTIVITY 


FOOD  PRICE  BOOM  SCORED 

Active  cooperation  by  the  food  industry 
will  be  needed  to  prevent  unwarranted  in¬ 
creases  in  food  prices  as  the  national 
defense  program  progresses,  N.  H.  Engle, 
adviser  on  distribution  of  the  consumer 
protection  division  of  the  National 
Defense  Advisory  Commission,  declared 
in  an  address  before  the  annual  conven¬ 
tion  of  the  National  Association  of  Food 
Chains  in  Chicago  this  week. 

Food  distributors,  he  said,  have  a  defi¬ 
nite  responsibility  in  aiding  in  keeping 
food  prices  at  the  lowest  possible  levels 
consistent  with  costs.  He  advised  against 
sales  campaigns  which  might  tend  to 
lead  to  hoarding  by  consumers.  “Even 
where  shortages  are  known  to  exist,”  he 
said,  “it  may  be  better  to  conduct  pro¬ 
motional  efforts  toward  substitutes  or 
alternative  products,  the  supplies  of 
which  are  more  plentiful.  The  technique 
which  the  chains  developed  in  assisting 
in  the  disposal  of  surplus  foods  might 
well  be  used  to  shift  demand  from  scarce 
to  more  abundant  items.” 

Mr.  Engle  asked  the  chain  operators, 
as  well  as  other  food  distributors,  to  aid 
in  the  defense  program  by  carefully 
watching  prices  all  along  the  line  from 
producer  to  consumer,  since  price  ad¬ 


vances  do  not  ordinarily  start  with  the 
retailers  but  originate  usually  at  some 
point  in  wholesale  channels. 

“We  do  not  anticipate  the  necessity 
for  any  widespread  increase  in  prices 
in  the  very  near  future.”  he  said.  “Quite 
apart  from  the  heavy  surpluses  in  cer¬ 
tain  agricultural  lines,  we  have  a  large 
measure  of  unused  economic  resources 
in  man-power,  in  plant  capacity  and  in 
materials  which  must  all  be  put  to  work. 
In  other  words,  there  is  considerable 
slack  to  be  taken  up  in  our  economy  as 
a  whole  before  our  present  increased 
demand  for  commodities  may  be  expected 
to  outstrip  our  capacity  to  produce  at 
current,  or  even  lower  levels.  By  lower 
prices,  I  have  in  mind  the  possibility  that 
some  plants  which  have  been  working 
only  part  time  may  find  that  they  are 
able  to  effect  enough  economies  from 
capacity  production  to  reduce  costs  and 
hence  permit  them  to  lower  prices. 

GRADE  LABELING  ENDORSED 

Grade  labeling  for  canned  and  other 
food  products  came  in  for  strong  endorse¬ 
ment  here  this  week  when  Roger  Walcott 
of  the  National  Consumers-Retail  Coun¬ 
cil  told  the  annual  convention  of  the 
National  Association  of  Food  Chains  that 
grade  labeling  constitutes  “a  fundamental 
part  of  the  consumer  program.” 

The  adoption  of  grade  labeling  by 
chain  stores,  the  speaker  declared,  “is 
one  of  the  best  ways  to  build  good-will 
,  among  consumer  groups.  Your  active 
cooperation  with  the  National  Consumer- 
Retailer  Council  will  prove  as  practical 
and  propitious  as  your  agricultural  pro¬ 
gram  with  the  producers.” 

CLEARING  THE  BROKERS’  SKIRTS 

Under  date  of  October  14th,  Wm. 
Silver  Company,  Inc.,  canned  foods 
Brokers  of  Aberdeen,  Maryland  write: 

“I  cut  this  advertisement  out  of  the 
Evening  Sun  under  date  of  September  30. 
(advertisement  of  the  ‘Food  Fair’  offer¬ 
ing  No.  2  tomatoes  at  $1.11  per  case  of 
24  cans  or  three  No.  2  cans  for  14 
cents.) 

I  believe  the  food  brokers  and  packers 
have  frequently  been  accused  of  being  the 
ones  who  break  the  market.  I  do  not 
believe  these  people  are  selling  below 
cost  because  the  Food  Fairs  do  not  have 
that  reputation,  and  you  cannot  do  it 
in  Baltimore  City,  but  I  do  believe  that 
such  prices  as  these  people  are  quoting 
as  3  for  14  cents  are  a  menace  to  the 
canners  themselves.  It  only  extends  the 
period  of  low  prices  and  causes  the 
buyers  to  continually  bid  lower  to  secure 
their  necessary  replacement  supplies. 

“Naturally  a  jobber  is  going  to  help 
his  retailers  beat  these  terribly  low  prices 
and  when  that  is  the  case,  he  is  going  to 
pay  as  little  as  he  can  for  the  merchan¬ 
dise. 

“Surely  the  broker  cannot  be  accused 
of  breaking  the  market  in  this  instance.” 

FOOD  CLUB  BANQUET  NOVEMBER  12TH 

The  annual  banquet  of  the  Chicago 
Food  Products  Club  will  be  held  at  the 
Sherman  Hotel,  Chicago,  on  the  evening 
of  Tuesday,  November  12th. 


OCTOBER  21  to  NOVEMBER  15, 1940— 
Canned  Pea  Carnival. 

OCTOBER  21-26,  1940— National  Retail 
Grocer’s  Week. 

OCTOBER  22-  ,  1940  — After  Pack 

Meeting,  Corn  Canners  Service  Bureau, 
Morrison  Hotel,  Chicago,  Illinois. 

OCTOBER  25,  1940 — Florida  Canners 
Association,  Annual  Meeting,  Tampa 
Terrace  Hotel,  Tampa,  Florida. 

NOVEMBER  6-7,  1940 — Pennsylvania 
Canners  Association,  26th  Annual  Con¬ 
vention,  Yorktowne  Hotel,  York,  Pa. 

NOVEMBER  11-12,  1940— Annual  Meet¬ 
ing,  Wisconsin  Canners  Association, 
Schroeder  Hotel,  Milwaukee,  Wis. 

NOVEMBER  14-15,  1940 — Indiana  Can¬ 
ners  Association,  Fall  Meeting,  Clay- 
pool  Hotel,  Indianapolis,  Indiana. 

NOVEMBER  19-20,  1940— lowa- 

Nebraska  Canners  Association,  Annual 
Meeting,  Hotel  Fort  Des  Moines,  Des 
Moines,  Iowa. 

NOVEMBER  21,  1940 — Eastern  Shore  of 
Virginia  Packers  Association,  Annual 
Meeting,  Cape  Charles,  Virginia. 

NOVEMBER  25-27,  1940 — Thirty-second 
Annual  Convention,  Associated  Grocery 
Manufacturers,  Waldorf-Astoria  Hotel, 
New  York,  N.  Y. 

DECEMBER  3-4,  1940 — Michigan  Can¬ 
ners  Association,  Winter  Meeting, 
Pantlind  Hotel,  Grand  Rapids,  Mich. 

DECEMBER  4,  1940 — Annual  Conven¬ 
tion,  Minnesota  Canners  Association, 
Nicollet  Hotel,  Minneapolis,  Minnesota. 

DECEMBER  5-6,  1940 — Fall  Meeting, 
Tri-State  Packers  Association,  Am¬ 
bassador  Hotel,  Atlantic  City,  New 
Jersey. 

DECEMBER  10  and  11 — Annual  Meet¬ 
ing  Ohio  Canners  Association,  Deshler- 
Wallick  Hotel,  Columbus,  Ohio. 

DECEMBER  12-13,  1940 — Association 
of  New  York  State  Canners,  Inc., 
Annual  Convention,  Hotel  Statler, 
Buffalo,  N.  Y. 

DECEMBER  12-13,  1940  —  Northwest 
Frozen  Foods  Association,  Annual 
Meeting,  New  Washington  Hotel, 
Seattle,  Washington. 

JANUARY  8-10,  1941 — Northwest  Can¬ 
ners  Association,  Annual  Meeting, 
Hotel  Multnomah,  Portland,  Oregon. 

JANUARY  20-24,  1941 — Annual  Con¬ 
vention,  National  Canners  Association, 
Stevens  Hotel,  Chicago,  Illinois. 

JANUARY  20-24,  1941— Canning  Ma¬ 
chinery  and  Supplies  Exhibition, 
Stevens  Hotel,  Chicago,  Illinois. 

JANUARY  20-21,  1941 — Annual  Conven¬ 
tion,  National  Preservers  Association 
Chicago,  Illinois. 

JANUARY  20-21,  1941  —  National 
American  Wholesale  Grocers  Associa¬ 
tion,  Annual  Meeting,  Drake  Hotel 
Chicago,  Illinois. 

JANUARY  22,  1941— Evaporated  Milk 
Association,  Annual  Meeting,  Chicago 
Illinois. 

JANUARY  22,  1941— National  Pickle 
Packers  Association,  Annual  Meeting 
Palmer  House,  Chicago,  Illinois. 
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HEX-RO  CLEANER 

The  canner  using  Hex-Ro  to  remove  foreign  matter, 
such  as  pieces  of  pods,  vines,  etc,  from  vined  peas 
or  lima  beans  or  for  cleaning  whole  grain  corn  is 
assured  of  a  higher  quality  and  a  better  price  for 
the  canned  article. 

Aak  for  explaination 

THE  SINCLAIR -SCOTT  COMPANY 

**The  Original  Grader  Haute” 

BALTIMORE,  MARYLAND 


...FOR... 

STRONG  CASES 

Corrugated  -  Solid  Fibre 

PROMPT  DELIVERY 

Truek  -  Car  Load 

Remember 

The  Eastern  Box  Company 

BALTIMORE,  MARYLAND 

Phone:  Curtis  0270 


HAMILTON 

Steam  Jacketed 

KETTLES 


— all  styles,  any  size — made  in  Stain¬ 
less  Steel,  Pure  N  ickel.  Monel  Metal, 
Copper, 

Nationally  known  for  their  quality 
of  materials,  construction  and  per¬ 
formance.  Built  by  an  organization 
that  has  made  kettles  for  more  than 
66  years. 

Let  us  quote  and  send  you  bulletin 
of  size  and  type  kettle  and  kind  of 
metal  you  are  interested  in. 

Hamilton  Kettle  Works  Company 

HAMILTON,  OHIO 


M-H  LABELER 

Capacity  up  to  50  oz.  can. 

Fast  resetting  for  size. 

Loaat  consumption  in  paste 
and  gum. 

Durable  and  economical. 

Neat  and  clean  labeling. 

Maximum  Flexibility. 

NEW-WAY  CANNING  MACHINES  CO. 

HANOVER,  PENNSYLVANIA 


Maximum  Protection 


Minimum  Cost 


CANNERS  EXCHANGE  SUBSCRIBERS 


WARNER  INTER -INSURANCE  BUREAU 


LANSING  B.  WARNER,  Incorporated 

540  N.  Michigan  Ave.,  CHICAGO 


A  COMPLETE  COURSE  IN  CANNING 

Sixth  editiotif  1936  revised  up-to-date. 

The  Industry’s  Cook  Book  for  over  30  years. 


FOR  MANAGERS. 
SUPERINTENDENTS. 
BROKERS 
AND  BUYERS 


Size  6x9, 360  Pages  Beautifully  Bound. 
Stamped  in  Gold. 


360  pages  of  proved  pro¬ 
cedure  and  formulae  for 
everything  ‘  ‘  Canable  ’  ’ . 


"I  would  not  take  $1,000.00  lor  my 
copy  if  I  could  not  set  another." 

— a  famous  processor. 


All  the  newest  times  and  temperatures 
All  the  newest  and  latest  products 


•  Fruits  •  Vesetables  •  Meats  •  Milk  •  Soups 

•  Preserves  •  Pickles  •  Condiments  •  Juices 

•  Butters  •  Dry  Packs  (soaked)  •  D03  Foods 
and  Specialties  in  minute  detail,  with  full  instruc¬ 
tions  from  the  srowins  throush  to  the  warehouse. 


Used  by  Food  Processors  to  check  times,  tem¬ 
peratures  and  RIGHT  procedure  ...  by  Distri¬ 
butors  to  KNOW  canned  foods  ...  by  Home 
Economists  to  TEACH  the  subject  of  food  pre¬ 
servation. 

For  sale  by  all  supply  houses  and  dealers  .  .  . 
or  direct.  Price  $10.  postpaid. 


Published  and  Copyrighted  By 

THE  CANNING  TRADE 

Since  1878 — The  Canned  Foods  Authority 
BALTIMORE.  20  South  Gay  Street.  MARYLAND 
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THE  CANNED  FOODS  MARKETS 


WEEKLY  REVIEW 

Food  Business  Soundly  Based  For  Next 
Couple  Of  Years — Real  Selling  By  Canners — 
How  To  Save  Millions — Corn  Prices — ^The 
Relationship  Between  Canned  Vegetables 

BUSINESS — All  the  world  and 
his  wife  knows  that  general  busi¬ 
ness  is  in  excellent  condition,  with 
practical  certainty  that  it  will  con¬ 
tinue  so,  and  grow  better,  during 
the  next  year  or  two.  There  will 
be  no  inflation  and  no  runaway 
prices  such  as  happened  in  the 
World  War  No.  1;  but  there  is 
every  reason  to  believe  that  all  the 
slack  in  production  will  be  taken 
up,  that  good,  steady  jobs  await 
more  than  there  are  on  hand  to  fill 
them,  and  that  consumer  buying,  as 
a  natural  resultant,  will  be  contin¬ 
uous  and  heavy,  and  at  fair  profit¬ 
showing  prices  all  down  the  line. 
That  is  about  as  important  and  as 
pleasant  a  picture  as  could  happen 
to  the  canning  industry,  just  now 
ending  its  season’s  hard  drive.  And 
what  is  also  of  importance,  or  luck 
if  you  prefer,  futures  in  canned 
foods  were  not  as  heavily  sold  as 
was  often  the  case,  and  so  the  can¬ 
ners  who  now  own  the  goods  have 
an  opportunity  to  get  better  prices, 
and  to  make  some  profits.  Usually 
when  prices  advance  the  canners 
have  been  entirely  sold  out  of 
goods ;  not  so  this  time. 

And,  there  is  a  greater  degree 
of  salesmanship  being  shown  by 
more  canners  than  every  before 
displayed,  and  the  lesson  is  spread- 
i'lg  and  being  learned  by  more  and 
inore  canners.  There  is  a  lot  of 
;  -desmanship  being  shown,  and 
>  ith  the  increase  of  that  spirit 
c  mned  foods  marketing  will  be  a 
’  luch  happier  job.  As  a  contrast 
ou  might  consider  the  poor  toma- 
>  canner  who  sold  his  pack  at 
rices  which  permitted  a  super 
iarket  here  in  Baltimore  to  sell 
iree  (3)  No.  2  cans  of  tomatoes 
)r  14c,  or  a  full  case,  2  dozen,  for 
1.11  retail.  Such  things  happen 
i  every  other  line  of  business,  but 
is  only  among  canners  that  a  sale 


at  such  prices  can  be  used  to  beat 
down  other  canners’  prices.  If  they 
try  to  pull  that  on  you  tell  them  to 
go  to  that  canner  and  buy  his 
goods,  but  that  your  price  is  not 
less  than  62i/^c  per  dozen  for 
standard  2s  tomatoes,  and  prefer¬ 
ably  65c,  and  that  some  canners 
are  asking  70c. 

Right  here,  we  are  asked  to  give 
more  and  better  prices  on  canned 
foods,  and  from  all  sections  of  the 
country — the  old  moss-covered,  be- 
whiskered  story.  But  we  do  not 
“make”  canned  foods  prices;  we 
spend  more  time — and  money — 
trying  to  find  out  canners’  prices, 
and  the  real  condition  of  the  mar¬ 
ket  than  on  any  other  one  thing, 
but  if  the  canners  do  not  furnish 
us  the  prices  as  they  see  them,  how 
can  we  get  them,  how  can  we  get 
any?  Well,  the  answer  is  that 
brokers  bulletin  the  whole  buying 
field  with  prices,  and  buyers,  of 
course,  try  to  make  some  of  their 
own  prices — and  the  canners  leave 
the  field  to  these  outsiders.  You 
probably  have  postage  free  cards, 
self  addressed  to  us,  on  your  desk 
right  now.  Why  don’t  you  get  into 
the  habit  of  sending  us  one  of  these 
cards  every  week,  or  every  time 
you  make  sales,  with  the  real  sales 
prices,  for  the  quality  of  goods  sold. 
The  industry  could  save  itself  mil¬ 
lions  of  dollars  every  year  by  co¬ 
operation  of  this  kind  with  this, 
the  business  Journal  of  your  indus¬ 
try.  Keep  us  posted,  and  we  will 
post  the  industry,  and  that  will 
stop  the  raids  or  stampedes  in 
prices.  The  information  will  be 
kept  in  our  hands,  and  only  the 
consensus  given,  and  given  only 
through  our  pages.  We  are  here  to 
serve  you;  that  is  the  purpose  of 
this  Journal,  as  you  well  know; 
and  you  know,  too,  that  we  never 
buy  or  sell  or  have  any  interest  in 
any  such  transaction  from  a  finan¬ 
cial  point  of  view.  In  plain  words 
it  does  not  make  a  bit  of  difference 
to  us  whether  the  prices  are  high 
or  low,  greatly  profitable  to  you  or 
showing  a  heavy  loss — except  that 


we  want  to  help  the  canners,  and 
the  allied  lines  to  greater  and  more 
regular  prosperity.  You  can’t  do 
that  through  your  association  or 
through  other  groups,  the  laws 
won’t  let  you,  but  there  is  nothing 
to  stop  you  sending  this  definite 
information  to  The  Canning 
Trade  for  general  use  and  dissemi¬ 
nation.  The  industry  is  growing  in 
better  merchandising  efforts;  this 
price  question  is  the  one  unpro¬ 
tected  thing,  and  here  is  the  way  to 
get  that  protection. 

It  is  timely  and  important  to 
bring  out  this  feature  here  and 
now,  since  all  canners  are  conscious 
of  the  opportunity  increasing  em¬ 
ployment  and  better  general  busi¬ 
ness  offers  them  to  make  a  fair 
profit  on  the  goods  they  still  own. 
And  the  buyers  would  welcome  this 
definite  and  dependable  informa¬ 
tion  as  much  as  you  canners  would. 
It  can  stabilize  the  market,  and  we 
are  willing  and  anxious  to  be  of 
this  service.  Let’s  go. 

PRICES — Buyers  now  see  clearly 
that  higher  prices  must  be  the  only 
change  in  canned  foods,  and  that 
at  the  rate  of  consumption  these 
advances  may  very  likely  take  quick 
and  drastic  turns.  So  they  are  as 
quietly  as  possible  adding  to  their 
inventories,  and  prices  are  moving 
up,  slowly  but  surely.  This  is  true 
of  all  items  of  fruits,  vegetables, 
fish  and  specialties. 

The  Corn  Bureau  has  just  sum¬ 
marized  ruling  prices :  on  Ever¬ 
green  Cream  style,  2s,  standards 
from  631/2C  to  70c  over  the  country ; 
Narrow  grain  standards  2s,  65c  to 
75c;  Crosby  82i4c.  In  extra  stand¬ 
ards.  Evergreen  C/S  68c  to  80c; 
Narrow  grain,  standard  2s,  65c  to 
Fancy  in  the  same  varieties,  all  2s, 
80c;  90c;  and  Crosby  85c  to  95c. 

In  Whole  grain,  Cogent  stds., 
70c;  Ex.  stds.,  75c  to  85c;  fancy, 
90c  to  $1.10.  Shoepeg:  stds.,  80c 
to  871/2C;  Ex.  stds.,  85c  to  95c; 
fancy,  90c  to  $1.05.  Golden  whole 
grain :  Ex.  stds.,  85c  to  95c ;  fancy 
90c  to  $1.05. 
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Golden  Creamstyle:  stds.  as  low 
as  65c  in  lowa-Neb.,  to  85c  in 
Maine  and  some  Western  States; 
Ex.  stds.,  70c  to  871/2C;  fancy,  80c 
to  $1.00 

In  the  Bureau’s  report  to  its 
members  the  prices  are  itemized 
for  each  corn  canning  State,  and 
we  have  taken  the  high  and  low. 
This  must  serve  as  a  lesson  to  all 
canners,  as  showing  the  variations 
apparently  without  good  cause, 
since  the  prices  are  on  definite 
qualities.  But  there  is  the  canned 
corn  market  as  quoted  by  the  corn 
canners  themselves! 

And  while  on  this  question  of 
prices,  we  want  to  say,  our  mar¬ 
ket  pages  are  corrected  up  to  the 
limit  of  our  ability,  and  they  cover 
the  various  grades  whenever  quot¬ 
able.  Some  complain  that  there 
are  too  many  “blanks.”  These 
blanks  mean  that  there  are  no  quo¬ 
tations,  the  goods  withdrawn,  or 
the  prices  are  purely  nominal, 
which  you  understand  means  sub¬ 
ject  to  agreement  between  sellers 
and  buyers.  In  other  words  we  do 
not  leave  blanks  through  lack  of 
effort  to  get  prices,  it  is  just  that 
the  goods  are  not  quoted  for  the 
time  at  least. 

And  since  other  market  reviews 
give  you  insights  into  prices,  and 
space  is  lacking  for  more  of  this, 
we  urge  you  to  read  all  these  care¬ 
fully. 

Here  is  a  quotation  from  “Coni- 
O-Grams,”  issued  by  the  Corn  Can¬ 
ners  Service  Bureau,  which  is  in¬ 
teresting,  and  important  as  a  mar¬ 
ket  feature : 

“One  of  our  friends  submits  the 
following  outline  in  support  of  the 
contention  that  definite  relationship 
exists  between  the  merchandising 
and  marketing  of  canned  vegetables: 

3  cans  of  peas  sold  to  every  4  cans 
tomatoes. 

2  cans  of  corn  sold  to  every  3  cans 
tomatoes. 

1  can  of  tomato  juice  sold  to  2  cans 
tomatoes. 

1  can  green  beans  sold  to  3  cans 
tomatoes. 

1  can  of  spinach  sold  to  7  cans 
tomatoes. 

1  can  of  asparagus  sold  to  10  cans 
tomatoes. 

1  can  of  beets  sold  to  10  cans 
tomatoes. 

1  can  of  pumpkin  sold  to  10  cans 
tomatoes. 

1  can  of  carrots  sold  to  20  cans 
tomatoes. 


He  supports  his  statement  by  say¬ 
ing — “My  theory  is  that  the  retail 
grocer  should  be  educated  to  try  and 
sell  ‘Mrs.  Housewife’  an  assortment 
of  canned  vegetables  rather  than 
simply  making  a  100%  effort  to  sell 
her  one  or  two  cans  of  peas  or  corn 
or  tomatoes.  By  putting  out  an  as¬ 
sortment  of  canned  vegetables,  I 
think  the  result  would  be  an  in¬ 
creased  use  of  all  kinds  of  canned 
vegetables.” 

The  association  of  canned  vege¬ 
tables  to  one  another  is  obvious  when 
looked  at  as  above,  isn’t  it? 

What  do  you  think? 

\ 

NEW  YORK  MARKET 

Price  Changes  Upwards — Buyers  Hedging 
On  Earlier  Bad  Guesses — Bargain  Time 
Passed — New  York  State  To  Pro  Rate 
Tomato  Sales — Corn  Heavily  Pro  Rated  On 
Fancy — Bean  Prices  Moving  Up— Good 
Buying  Movement  In  Peas — Interest  In 
Spinach  —  Fruits  Generally  Continue  To 

Firm  Up — Fairly  Active  Inquiry  For  Fish 

By  “New  York  Stater” 

New  York,  October  18,  1940. 

THE  SITUATION — ^With  late-sea- 
son  reports  making  it  evident  that 
1940  packs  of  many  staples  are 
falling  far  short  of  the  expecta¬ 
tions  of  many  distributors,  the 
story  of  the  canned  foods  market 
during  the  past  week  has  been  one 
of  continued  firmness.  Price 
changes  are  almost  entirely  on  the 
upward  side,  pro  rata  delivery  no¬ 
tices  are  by  no  means  a  rarity,  and 
buyers  whose  bearishness  kept 
them  out  of  the  futures  market  are 
now  second-guessing.  While  actual 
trading  continues  rather  limited,  it 
appears  to  be  an  established  fact 
that  the  canner  who  is  in  position 
to  warehouse  and  carry  unsold 
stocks  will  have  a  much  better  mar¬ 
ket  to  look  ahead  to. 

THE  OUTLOOK — Jobbers  now  con¬ 
cede  that  their  guesses  on  the  1940 
market  have  in  many  instances 
proved  all  wrong,  and  they  are  set¬ 
ting  about  the  task  of  repairing 
their  inventory  position,  picking  up 
lots  of  spot  goods  wherever  attrac¬ 
tive  offerings  make  their  appear¬ 
ance.  These  “bargain  lots,”  how¬ 
ever,  are  becoming  increasingly 
scarce,  and  the  outlook  would  seem 
to  favor  hand-to-mouth  buying  dur¬ 


ing  the  balance  of  the  year.  I“'o. 
10s,  however,  will  probably  pro -e 
an  exception,  as  anticipated  buy¬ 
ing  for  the  army  must  be  counted 
upon  as  a  definite  factor  and  dis¬ 
tributors  with  established  requiie- 
ments  for  this  size  are  losing  no 
time  in  getting  their  stocks  in 
order,  to  as  great  a  degree  as  pos¬ 
sible. 

TOMATOES — The  pack  in  New 
York  State  is  poor,  both  as  to  qual¬ 
ity  and  quantity,  and  canners  who 
booked  futures  are  expected  to  pro 
rate.  Prices  currently  are  listed  at 
80  cents  for  extra  standard  2s,  with 
21/2S  at  $1.05  and  10s  at  $3.50, 
f.  o.  b.,  canneries.  Southern  toma¬ 
toes  continue  to  show  improve¬ 
ment,  with  the  quality  of  the  late 
pack  unusually  good.  Buyers  are 
picking  up  stocks  from  day  to  day 
and  look  for  further  price  ad¬ 
vances.  Currently,  “bottom”  seems 
to  be  371/2-40  cents  for  standard  Is, 
571/2-6O  cents  for  2s,  77V2-80  cents 
for  21/2S  and  $2.65-$2.75  for  10s, 
f.  o.  b.,  canneries,  with  many  can¬ 
ners  refusing  to  accept  business  at 
the  inside  levels. 

CORN — Pro  rata  deliveries  on 
fancy  corn  this  season  will  be  more 
or  less  general,  this  applying  to 
practically  all  styles.  Southern  pack 
is  coming  in  for  more  attention, 
with  canners  holding  standard 
crushed  evergreen  at  67  cents 
for  2s  and  $4.50  for  10s,  while  ex¬ 
tra  standard  is  held  at  80  cents  and 
$4.75.  Fancy  Shoepeg  or  Golden 
Bantam  corn  are  quoted  at  $1.00 
for  2s,  90  cents  for  extra  standards 
and  $5.50  and  up  where  10s  can 
be  found. 

BEANS — Stringless  beans  are 
firming  up  in  the  South,  with  can¬ 
ners  reported  sold  out  on  top 
grades  of  cut  green  in  many  in¬ 
stances.  Prices  for  prompt  ship'- 
ment  heard  this  week,  on  2s,  are 
65  cents  for  standard  cut  green, 
75  cents  for  extra  standard,  with 
fancy  whole  green  ranging  $1.25- 
$1.75  according  to  sieve  size.  No. 
10s  have  been  in  demand,  and  are 
showing  an  advancing  tendency 
New  York  State  packers  repoi : 
refugees  well  sold  up,  although  wa:: 
beans  are  still  in  fair  supply  ii 
first  hands. 
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PEAS — A  good  buying  movement 
ca  No.  10  peas  has  been  in  prog- 
l  ass  in  the  South,  it  is  reported, 
and  canners’  holdings  of  this  size 
have  become  well  depleted.  The 
market  for  sweets  ranges  $5.00  to 
S5.25  on  fancy  10s,  with  extra 
standards  at  $4.75,  while  Alaskas 
hold  at  $4.10  to  $4.50  on  standards, 
as  to  sieve,  with  extra  standard  2 
sieve  at  $5.25.  On  No.  2s,  the  mar¬ 
ket  for  Alaskas  holds  at  70-75  cents 
for  standards  and  85  to  95  cents  for 
extra  standards,  with  extra  stand¬ 
ard  sweets  at  85  cents  on  5-sieve 
and  $1.00  on  2-sieve,  f.  o.  b.,  can¬ 
neries.  New  York  State  packers  are 
quoting  extra  standards  at  921/2 
cents  for  4-sieve  sweets,  with  3- 
sieve  at  $1.00.  On  fancy,  5-sieve  is 
held  at  $1,021/2,  4-sieve  at  $1,071/2, 
and  3-sieve  at  $1.15. 

SPINACH — Southern  packers  are 
quoting  fall  pack  spinach  this  week, 
but  only  a  few  prices  have  come  out 
as  yet.  On  standards,  the  market  is 
reported  held  at  671/2-70  cents  for 
2s,  871/2-90  cents  for  2i/2S,  and 
$3.25-$3.50  for  10s,  with  fancy  at 
75  cents  for  2s,  971/2  cents  for  2i/^s, 
and  $3.65-$3.75  on  10s,  f.  0.  b., 
canneries. 

CHERRIES — The  recent  break  in 
quotations  on  r.  s.  p.  cherries  at 
Michigan  canneries  has  slowed 
down  trading  for  New  York  State 
packers,  and  the  market  is  rather 
irregular.  Prompt  shipment  cher¬ 
ries  are  reported  available  at  90 
cents  for  303s  in  water,  with  2s 
at  $1.00  and  10s  at  $4.75,  f.  o.  b., 
canneries. 

CALIFORNIA  FRUITS — California 
cling  peaches  continue  to  firm  up, 
'\'ith  sliced  now  taking  a  premium 
( f  21/4  cents  over  halves  on  2i/4s. 
’^lums  are  generally  higher  on 
"rompt  shipment  stocks,  while 
('ther  California  fruits  show  a 
,  teady  to  strong  tone.  No  changes 
f<re  reported  in  the  canned  fruit 
‘  ituation  in  the  Northwest  this 
'  eek. 

APPLES — Reports  from  up-state 
ndicate  that  canners  are  paying 
lore  than  twice  as  much  for  ap- 
(les  this  year  as  in  1939,  and  the 
iiarket  for  canned  apple  products 
s  refiecting  this  condition.  Some 
entative  offerings  of  new  pack  ap¬ 


ples,  fancy  6  pack  at  $3.35,  are  re¬ 
ported.  New  pack  New  York  fancy 
apple  sauce  was  quoted  out  this 
week  at  75  cents  for  2s,  and  $3.25 
for  10s,  with  extra  standard  10s 
at  $3.00,  at  canneries,  with  extra 
fancy  at  45  cents  for  8-ounce,  721/2 
cents  for  303s,  80  cents  for  2s,  and 
$3.50  for  10s. 

N.  Y.  BERRIES — Reports  from  up¬ 
state  canning  centers  indicate  that 
black  raspberries  have  been  entire¬ 
ly  cleared  from  canners’  hands, 
with  Columbia  red  still  available  in 
a  limited  way  at  $1.50  for  2s  in  20- 
degree  syrup,  $1.60  in  40-degree 
syrup,  and  $7.50  for  water  pack 
10s,  f.  0.  b.,  canneries. 

SARDINES — Fairly  active  inquiry 
for  Maine  sardines  continues  in 
evidence,  but  actual  trading  is  light 
due  to  the  paucity  of  stocks  avail¬ 
able  in  first  hands.  Quarter  keyless 
oils  are  strong  at  $3.50,  with  keys 
at  $4.00  and  key  cartons  at  $4.25. 
California  No.  1  ovals  are  meeting 
with  a  good  call  at  $3.25,  f.  o.  b., 
coast. 

SALMON — The  market  is  firming 
up  gradually  as  unsold  stocks  in 
packers’  hands  continue  to  decline, 
and  the  trade  would  not  be  sur¬ 
prised  to  see  both  reds  and  pinks 
move  up  another  peg  or  two.  How¬ 
ever,  distributors  are  not  inclined 
to  stock  further  at  the  present 
basis  and  will  probably  follow  the 
market,  purchasing  for  their  re¬ 
quirements  from  week  to  week 
from  stocks  held  locally,  where 
possible. 

CHICAGO  MARKET 

Unemployment  Dwindling — How’s  Business? 
— ^Tomatoes  Firming  —  Cream  Style  Out¬ 
stripping  Whole  Crain? — Early  Sales  of  Peas 
Coming  In — Some  Canners  Advance  Beet 
Prices — Asparagus  Supply  Down  Low — Bean 
Pack  Over,  Market  Stronger — Kraut  Moving 
— Awaiting  New  Packed  Spinach — Good 

Fill-in  Business  in  Fruits — The  Octopus 

By  “Illinois 

Chicago,  Oct.  17,  1940. 

GENERAL  CONDITIONS — Two  years 
ago  we  were  told  that  in  the  U.S.  A. 
there  were  about  12  million  un¬ 
employed.  On  the  first  of  the  pres¬ 
ent  month,  we  were  told  that  the 


unemployed  are  8  million  and  that 
that  is  being  reduced  at  the  rate 
of  some  400,000  a  month. 

That  is  a  most  encouraging  fea¬ 
ture  and  that  it  will  act  favorably 
upon  canned  food  markets,  seems 
to  be  the  consensus  of  opinion  of  all 
far-sighted  analysts. 

Increased  consuming  demand 
based  upon  increased  payrolls,  plus 
the  large,  wide  and  persistent  de¬ 
mand  that  has  prevailed  for  all 
No.  10  tins  of  seasonable  vegetables 
and  fruits,  makes  for  a  firm  and 
steady  market. 

how’s  BUSINESS? — Here  are  a 
few  more  “straws  in  the  wind” 
taken  from  the  financial  pages  of 
newspapers  during  the  past  week: 

“Farm  products  wholesale  prices 
were  5.1%  above  the  comparable 
period  in  1939.” 

“Rural  retail  sales  of  general 
merchandise  increased  23.8%  dur¬ 
ing  August,  and  were  11%  greater 
than  the  same  month  last  year.” 

“Commercial  failures  declined 
11.3%  last  month,  and  were  5.5% 
fewer  in  number  than  the  same 
period  last  year,  according  to  Dun 
&  Bradstreet.” 

“Building  operations  have 
reached  the  highest  level  in  ten 
years.” 

“The  coal  industry  is  enjoying 
almost  a  boom.  Mines  that  have 
not  operated  for  years  are  being 
reopened.” 

“Buying  ahead  is  becoming  more 
common  in  several  lines.  There  is 
little  fear  of  price  declines  and 
more  confidence  in  the  probable 
future  volume  of  sales.” 

TOMATOES  —  A  slightly  easier 
feeling  has  been  noted  during  the 
week  under  review  on  Indiana 
packing  No.  2  standards,  but  it  is 
reported  that  only  a  mere  handful 
of  canners  are  willing  to  consider 
anything  less  than :  No.  2  standard 
tomatoes,  621/2;  No.  21/0  standard 
tomatoes,  85c ;  No.  10  standard  to¬ 
matoes,  $2.75,  all  f.  o.  b.  factory. 
The  volume  of  business  has  not 
been  heavy  but  a  steady  run  of 
small  orders  is  noted. 

The  better  grades  like  extra 
standards  and  near  fancies  have 
shown  more  interest  even  though 
actual  recorded  business  has  been 
light. 
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CORN — Contrary  to  the  general 
opinion  that  prevailed  a  month  ago, 
cream  style  corn  seems  to  be 
stronger  than  the  whole  grain.  This 
is  evidenced  by  the  fact  that  the 
major  portion  of  the  orders  lately 
have  been  for  cream  style.  No.  2 
whole  grain  yellow  corn  is  quoted 
at  a  range  of  85c  to  $1.00  f.  o.  b. 
Middlewestern  factory  points.  One 
feature  of  the  market  is  the  scar¬ 
city  of  No.  10  tin  whole  grain 
yellow,  along  with  all  No.  10  tin 
corn.  Sales  have  been  made  of 
No.  10  standard  cream  style  at 
$4.25  Indiana  factory. 

Some  other  quotations  are :  No.  1 
standard  cream  style  Country 
Gentleman  corn,  47V2c;  No.  2 
extra  standard  cream  style  yellow 
corn,  80c;  No.  2  extra  standard 
cream  style  Country  Gentleman 
corn,  80c;  No.  2  extra  standard 
cream  style  narrowgrain  corn,  75c, 
all  f.  o.  b.  Indiana. 

PEAS — Interest  centers  in  the  Pea 
Carnival  and  distributors  are  gen¬ 
erally  preparing  to  take  full  advan¬ 
tage  of  the  publicity  during  that 
drive. 

Not  much  new  business  has  been 
booked  of  late  as  jobbers  are  still 
receiving  deliveries  against  com¬ 
mitments  made  earlier  in  the 
season. 

Like  everjrthing  else  in  No.  10 
tin  vegetables,  peas  are  quoted  only 
in  small  and  broken  lots.  No.  1 
tin  peas  have  moved  exceptionally 
well  since  packing  season,  are  also 
in  narrow  lines. 

BEETS — Fear  of  over-supply  has 
been  to  a  very  large  degree  elimi¬ 
nated  and  that  has  made  a  better 
feeling.  One  or  two  Wisconsin 
canners  have  advanced  quotations. 
No.  10  tin  sliced  and  No.  10  tin 
quartered  beets  are  not  plentiful  as 
the  crop  ran  so  that  the  usual  per¬ 
centage  used  for  these  items  was 
less  than  usual. 

No.  2  sliced.  No.  2  diced,  as  well 
as  shoestring  beets  are  quoted  at 
from  70c  to  75c  Wisconsin  factory. 

ASPARAGUS  —  Like  Old  Mother 
Hubbard’s  cupboard,  canners’ 
stocks  are  soon  going  to  be  bare 
and  this  is  applicable  not  only  to 
the  Pacific  Coast,  but  to  Illinois  and 
Michigan. 


Jobbers  are  finding  it  difficult  to 
secure  various  grades  and  the  mar¬ 
ket  is  more  than  well  sustained. 

GREEN  &  WAX  BEANS — The  pack 
is  over  and  there  will  be  no  burden¬ 
some  surpluses.  Market  prices  are 
reflecting  that  situation.  While  a 
few  No.  2  ordinary  standard  cut 
green  beans  are  available  in  Wis¬ 
consin  at  67V2C  to  70c  f.  o.  b.  Wis¬ 
consin  factory,  good  quality  is  held 
at  721/2C  to  75c. 

No.  10  tin  wax  beans  are  very 
scarce  and  No.  10  green  of  all 
kinds,  both  whole  and  cut,  are 
cleaning  up  rapidly.  The  market 
is  in  an  excellent  position. 

SAUERKRAUT  —  The  crop  came 
through  in  good  shape  both  in  point 
of  quality  as  well  as  quantity.  Dis¬ 
tributors  have  not  purchased 
heavily  ahead  but  there  is  good 
movement  with  the  price  range  on 
No.  21/2,  fancy  from  67i/4c  to 
72I/2C  factory  points. 

SPINACH — The  Chicago  trade  are 
patiently  awaiting  new  pack  from 
the  Ozarks,  but  reports  from  both 
Missouri  and  Arkansas  are  not  re¬ 
assuring.  It  looks  as  if  there  will 
be  little  spinach  packed  in  that 
district  before  November  1st.  Some 
No.  10  tins  have  been  quoted  at 
$2.75  with  No.  21/^  tins  at  85c,  but 
the  better  quality  canners  are  enter¬ 
ing  orders  only  on  an  S.A.P.  basis. 

APPLES  AND  APPLESAUCE  —  The 
expected  mark  up  in  prices  has 
occurred.  A  few  quotations  on  new 
pack  have  come  from  New  York 
State  and  show  on  No.  2  tins,  5  to 
7i/4c  per  dozen  higher  than  the 
market  on  spots  of  a  month  ago  and 
No.  10  tins  some  25c  per  dozen 
higher. 

GRAPEFRUIT  &  GRAPEFRUIT  JUICE 
— Some  quotations  on  new  pack 
Texas  grapefruit  juice  have 
reached  Chicago,  but  bookings  to 
date  have  been  very  light.  These 
quotations  are :  No.  2  fancy  grape¬ 
fruit  juice,  55c ;  46-oz.  fancy  grape¬ 
fruit  juice,  $1.20.  Florida  is  re¬ 
ported  quoting  at  a  like  basis. 

PACIFIC  COAST  FRUITS  —  Fill-in 
business  rules  on  peaches  as  well 
as  apricots.  Fruit  salad  and  fruit 
cocktail  are  steady,  but  there  is 
little  new  buying  account  heavy 
bookings  in  midsummer  last. 


Pacific  Northwestern  pears  con¬ 
tinue  strong  and  berries  are  clean¬ 
ing  up  rapidly.  Italian  prunes  are 
unchanged. 

FISH — Looks  like  a  shortage  in 
sardines,  both  domestic  and  im¬ 
ported.  This  situation  was  intensi¬ 
fied  by  the  short  production  in 
Maine,  estimated  at  close  to  a 
million  cases  as  compared  to  other 
years.  California  tuna  has  been 
subjected  to  some  price  reductions 
by  one  or  two  canners. 

Shrimp  is  steady  and  salmon  de¬ 
veloping  into  exceptionally  strong 
position. 

ROBINSON-PATMAN  LAW — At  long 
last  the  Federal  Trade  Commission 
has  “caught  up”  with  the  firm  in 
Cleveland,  Ohio,  known  as  Lane 
Lease  Company  and  who  had  posed 
as  an  independent  food  broker  for 
the  past  number  of  years.  Many 
canners  had  “fallen  for  their  line,” 
but  those  in  the  know  realized  that 
the  Lane  Company  was  but  a  sub¬ 
sidiary  to  the  Clover  Farm  Stores 
Corporation  and  that  the  latter 
owned  the  so-called  brokerage  firm. 

THE  GREAT  INTERSTATE  GROCERY 
CHAIN  “octopus” — If  the  readers 
of  this  column  think  your  reporter 
has  been  too  stringent  in  his  re¬ 
marks  about  the  “octopus,”  note 
following  clipped  from  a  recent 
issue  of  the  Interstate  Merchant,  a 
trade  paper  published  in  St.  Louis : 

“While  the  food  manufacturers’ 
president  talked  to  Super  Market 
men  it  would  seem  he  was  talking 
through  them  at  the  big  chains, 
especially  A.  &  P.  He  mentioned 
no  specific  factor  in  distribution, 
but  what  he  said  was  thinly  veiled, 
as  the  charge  of  advertising  popu¬ 
lar  brands  at  low  prices  and  then 
‘carefully  hidden  away  in  the  store’ 
the  customer  ‘finds  instead  huge 
displays  of  the  dealer’s  own  brands 
of  these  products.’ 

“This  fits  the  attitude  of  the 
A.  &  P.  in  particular  since  it  is  a 
well  known  fact  that  the  big  chair 
corporation  pursues  just  that 
policy.  So  far  as  The  Interstate 
Merchant  knows  no  other  ‘dealer’ 
than  A.  &  P.  has  pursued  just  that 
course  in  making  huge  displays  of 
its  own  brands  and  hiding  them  or 
minimizing  standard  brand 
displays.” 
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CALIFORNIA  MARKET 

he  Official  Report  On  Crops — Price  Trend 
''pwards  —  Peaches  Continue  Upward  — 
'omatoes  Quiet — Spinach  Prices — Interest 
tti  Prunes — Fishermen  And  Sardine  Canners 
Agree 

By  ‘‘Berkeley” 

San  Francisco,  October  17,  1940. 

CROP  RESULTS — The  valuable 
monthly  report  of  the  California 
Cooperative  Crop  Reporting  Ser- 
vcie,  in  which  the  efforts  of  the 
United  States  Department  of  Ag¬ 
riculture  and  the  California  De¬ 
partment  of  Agriculture  are 
brought  together,  has  made  its  ap¬ 
pearance,  covering  the  season  to 
October  1.  This  recited  that  weath¬ 
er  conditions  this  fall  have  been 
very  satisfactory  for  all  crops, 
with  neither  heavy  rains  nor  high 
temperatures  to  cause  damage.  The 
harvesting  of  apples  is  largely  at 
an  end,  with  a  commercial  pro¬ 
duction  estimated  at  6,496,000 
bushels,  as  compared  with  8,024,- 
000  bushels  in  1939.  The  grape 
crop  is  being  harvested  without 
loss  and  most  of  the  fig  crop  is 
off  the  trees.  Olives  give  promise 
of  a  relatively  large  crop,  reports 
showing  76  per  cent  of  a  full  crop, 
against  40  per  cent  last  year.  The 
forecast  of  Bartlett  pear  produc¬ 
tion  at  196,000  tons  remains  un¬ 
changed.  Some  difficulty  is  being 
had  in  moving  other  varieties  of 
pears  and  indications  are  that 
some  tonnage  will  not  be  harvest¬ 
ed.  Warm  weather  has  continued 
since  the  first  of  the  month  and 
510  appreciable  damage  has  been 
done  by  the  two  flurries  of  rain. 

MARKET — Numerous  advances 
have  been  made  in  canned  fruit 
j.nd  vegetable  prices  by  individual 
>'  anners  during  the  week,  but  none 
'  f  these  top  the  maximum  lists, 
hey  do,  however,  clearly  reflect 
■le  trend  toward  high  prices  and 
h  mness  in  the  market.  Business 
i  not  of  large  volume  on  any  items, 
at  there  seems  to  be  no  pressure 
eing  exerted  to  make  sales. 

PEACHES — A  feature  of  the  mar- 
et  continues  to  be  the  procession 
f  advances  in  canned  cling 
each  prices,  with  business  un¬ 


checked  by  these.  For  example. 
Hunt  Brothers  Packing  Company 
has  just  brought  out  an  upward  re¬ 
vision  on  several  items  in  No.  10s. 
Choice  mammoth  halves  have  been 
advanced  to  $4.20  a  dozen.  Stand¬ 
ard  halves  to  $3.75,  Choice  sliced 
to  $4.25  and  Standard  sliced  to 
$3.90. 

TOMATOES — The  canned  tomato 
market  is  still  rather  quiet  locally, 
but  canners  feel  that  everything 
that  can  be  packed  will  find  a  mar¬ 
ket  and  are  making  the  most  of 
the  fine  weather  and  heavy  receipts 
from  growers.  Some  packers  who 
ordinarily  pay  scant  attention  to 
tomatoes  or  tomato  products,  are 
putting  up  sizeable  packs  this  sea¬ 
son  to  make  up  in  a  measure  for 
the  light  packs  of  apricots,  spin¬ 
ach,  and  other  items.  A  feature  of 
business  of  late  has  been  an  in¬ 
creased  demand  for  puree  from 
some  of  the  Eastern  soup  interests. 

SPINACH — Fall  spinach  promises 
to  play  more  of  an  important  role 
than  usual  this  year  in  northern 
and  central  California.  Deliveries 
are  scheduled  to  commence  about 
the  middle  of  November  and  the 
prices  at  which  business  is  being 
placed  indicate  real  strength.  Sales 
have  been  made  of  late  on  the  basis 
of  $1.20  for  No.  2V2S  and  $4.15  for 
No.  10s.  These  prices  are  close  to 
quotations  on  spring  pack. 

PRUNES — Prices  on  northwest 
Italian  prunes  are  varying  a  little 
more  than  usual  on  account  of  the 
light  crop  in  the  Willamette  Valley 
and  the  necessity  of  looking  else¬ 
where  for  some  canning  stock. 
Willamette  Valley  Fancy  No.  2V2S 
are  moving  at  $1.20,  with  Choice  at 
$1.10,  while  fruit  from  other  dis¬ 
tricts  is  priced  at  10  cents  lower, 
as  a  rule.  These  prices  are  higher 
than  usual  and  not  far  out  of  line 
with  some  other  fruits,  so  a  close 
watch  is  being  kept  on  the  manner 
in  which  the  public  reacts. 

SETTLE  SARDINE  DISPUTE — Dur¬ 
ing  the  week  the  deadlock  between 
canners  and  fishermen  over  the 
prices  to  be  paid  for  sardines  was 
broken  and  operations  are  getting 
under  way  in  some  plants.  Large 
catches  are  not  to  be  expected  for 
about  ten  days,  however,  as  this  is 
the  week  of  the  full  moon.  Fisher¬ 


men  had  demanded  $11  a  ton,  with 
canners  holding  out  for  $10.  As 
usual,  a  compromise  was  reached, 
with  $10.50  the  price  agreed  upon. 
The  street  is  rather  excited  this 
week  over  estimates  that  from  one 
million  to  a  million  and  a  quarter 
cases  of  sardines  have  been  sold  to 
Great  Britain,  provided  permits 
can  be  secured,  with  the  outlook 
for  the  permits  considered  bright. 
Sale  of  this  quantity  for  export  to 
one  country  would  go  a  long  way 
toward  making  a  very  firm  market 
for  the  balance  of  the  pack.  Much 
of  the  export  business  is  usually  on 
the  No.  1  tall  round  and  some  fish 
in  this  size  is  being  offered  at  $2.15. 
Some  packers  hold  that  they  just 
break  even  at  $2.25  and  are  declin¬ 
ing  business  at  the  lower  price. 

GULF  STATES  MARKET 

Busy  On  Fine  Quality  Shrimp— Methods 
Improving — Demand  Holds  Up  Well — 
Spring  Weather  Down  Here — The  Weather’s 

Effects — Oyster  Outlook  Not  Bright 

By  “Bayou” 

Mobile,  Ala.,  October  17,  1940. 

SHRIMP — The  canning  of  shrimp 
is  moving  along  in  high  gear,  and 
the  shrimp  are  of  mighty  good 
quality,  being  large  and  fancy, 
which  turns  out  an  excellent  pack. 

Large  quantities  of  cooked  and 
peeled  unprocessed  shrimp  are  also 
being  handled  by  the  raw  headless 
shrimp  dealers,  which  they  put  up 
in  one-gallon  cans  and  ship  packed 
in  ice  all  over  the  country. 

Cooked  and  peeled  unprocessed 
shrimp  are  put  up  in  two  ways. 

One  with  the  sand  vein  (entrail, 
the  black  streak  in  the  back)  re¬ 
moved,  classed  as  “cleaned,”  and 
the  other  without  the  sand  vein  re¬ 
moved,  classed  as  “unveined.”  “Un- 
veined”  peeled  and  cooked  unproc¬ 
essed  shrimp  have  been  put  up  for 
a  great  number  of  years,  but  the 
“cleaned”  shrimp  have  been  on  the 
market  only  for  about  three  years 
and  they  are  getting  to  be  very 
popular. 

The  time  is  not  very  remote 
when  the  commercial  canneries  will 
have  to  pack  No.  1  processed 
“cleaned”  shrimp,  with  the  sand 
vein  removed,  in  order  to  meet  the 
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demand  of  the  trade  and  the  com¬ 
petition  of  the  unprocessed  cooked 
and  peeled  shrimp  packers. 

Unprocessed  cooked  and  peeled 
shrimp  are  being  sold  frozen  also, 
and  they  can’t  be  detected  from  the 
fresh  ones,  when  not  held  in  stor¬ 
age  too  long,  because  they  have  a 
tendency  to  dry  up  and  get  hard 
if  kept  too  long  in  storage.  How¬ 
ever,  they  can  be  kept  frozen  in 
prime  condition  for  six  or  eight 
months. 

Unprocessed  cooked  and  peeled 
shrimp,  like  crab  meat  and  oysters 
are  packed  under  State  pure  food 
regulations. 

The  Federal  purefood  inspection 
of  processed  canned  shrimp  has 
done  much  to  minimize  claims  and 
bring  up  the  standard  of  this  food 
product  to  where  there  are  only  a 
few  shrimp  canneries  left  that  are 
not  operating  under  the  Federal 
purefood  inspection,  and  the  num¬ 
ber  is  growing  less  each  year. 

The  demand  for  canned  shrimp 
holds  up  well  and  the  price  is  $1.05 


per  dozen  for  No.  1  small;  $1.10 
for  No.  1  medium  and  $1.15  for 
No.  1  large,  f.  o.  b.,  factory. 

OYSTERS — ^We  are  having  Spring 
weather  now  and  shirt  sleeves  are 
the  go  in  order  to  be  comfortable, 
so  unless  we  look  at  the  calendar, 
we  can’t  tell  it  is  Fall.  This  serves 
to  slow  up  the  sale  of  oysters, 
which  brings  gloom  to  the  oyster- 
man. 

However,  they  are  not  the  only 
ones  that  are  handicapped  by  un¬ 
seasonable  weather  for  when  we 
look  around,  we  find  it  is  also 
making  others  very  uncomfortable. 

When  we  sit  in  the  stadium  en¬ 
joying  a  football  game,  few  of  us 
think  of  the  discomfort  that  those 
players  are  going  through  padded 
and  with  helmets  in  these  warm 
days  and  nights. 

Then  there  is  the  coal  man  and 
the  clothing  man  that  has  to  have 
cold  weather  to  move  his  wares, 
therefore  if  misery  loves  company, 
we  have  plenty  of  it. 


We  are  still  needing  rain  to 
freshen  the  water  in  the  bay  ai,d 
until  we  get  some  heavy  rains, 
oysters  in  this  section  are  going  to 
be  poor.  The  water  is  salty  five 
miles  up  the  rivers  and  it  is  going 
to  take  lots  of  rain  to  push  the  salt 
water  back  into  the  Gulf. 

Not  much  canning  of  oysters  will 
be  done  in  Alabama  this  season 
because  the  dredging  of  oysters 
is  prohibited  and  tonging  of  them 
is  a  slow  process  and  runs  up  the 
price  of  the  bivalves. 

It  is  doubtful  if  Mississippi  and 
Louisiana  are  going  to  have  a  nor¬ 
mal  pack  this  season,  because  a 
report  from  the  reefs  there  is  that 
oysters  are  scarce.  At  any  rate,  it 
will  be  the  middle  of  next  month 
before  any  canning  of  oysters  will 
take  place,  because  oysters  have  to 
be  fat  and  the  weather  cold  before 
any  canning  is  attempted. 

The  price  of  spots  is  $1.05  per 
dozen  for  five  ounce  and  $2.10  for 
ten  ounce,  f.  o.  b.,  factory. 


Books  You 

Need  To  Round  Out 

Y our  Business  Library 

A  COMPLETE  COURSE  IN  CANNING— The  industry’s 
Cook  Book,  Completely  revised  1936.  The  Sixth  Edition. 
360  pages  of  proven  procedure  and  formulae  -  used 
throughout  the  industry  for  correct  times,  temperature 
and  right  procedure.  Price  $10.00. 

THE  ALMANAC  OF  THE  CANNING  INDUSTRY— The 

annual  compendium  of  the  industry’s  important  reference 
data,  food  laws,  pack  statistics,  prices,  grade  specifica¬ 
tions,  cut-out  weights,  label  requiremets’and  other  neces¬ 
sary  references.  Price  $1.00. 

THE  CANNING  CLAN— Earl  Chapin  May  presents  a  vi¬ 
vid  interpretion  of  the  canning  industry’s  history,  reveal¬ 
ing  achievements  of  the  many  pioneers  whose  triumphs 
over  innumerable  difficulties  are  responsible  for  our 
great  American  Canning  Industry.  487  pages.  Price  $3.00. 

APPERTIZING  or  the  Art  of  Canning — A.  W.  Bitting’s 
exhaustive  treatise  covering  the  entire  field  of  canning, 
brings  together  a  vast  amount  of  reference  material  on 
food  manufacture  for  the  information  of  factory  owners, 
managers,  superintendents  and  students  of  the  art. 

857  pages.  Price  $7.00 
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THE  CANNING  OF  APPLE  JUICE 

(Continued  from  page  9) 

IX.  SUMMARY 

Procedures  have  been  developed  for  the  commercial  production 
of  good  quality  canned  apple  juice,  fully  clarified,  partially 
clarified,  or  unclarified. 

Bentonite  has  been  found  quite  advantageous  in  the  prepara¬ 
tion  of  fully  clarified  apple  juice. 

Deaeration,  flash  sterilization,  and  prompt  and  thorough  cool¬ 
ing  of  cans  after  hot  closure  have  been  shown  to  be  greately 
beneficial  in  the  retention  of  the  original  apple  flavor  and  aroma 
in  the  final  product. 

The  juice  of  fully  mature  apples  has  been  found  to  be  quite 
superior  to  the  juice  of  either  hard  ripe  apples  or  apples  beyond 
optimum  maturity. 

Plain  tin  plate  cans  have  been  shown  to  be  unsatisfactory  for 
apple  juice. 

Deaerated  flash  sterilized  juice,  packed  in  type  L  coke  tin  plate 
cans  suitably  enamel  lined,  has  remained  in  satisfactory  condi¬ 
tion  after  twelve  months  storage  at  room  temperature. 
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CANNED  FOOD  PRICES 


All  Prices  quoted  F.  O.  B.  Factory 

Prices  given  represent  the  high  and  low  canners’  selling  price 
of  the  current  week,  subject  to  the  customary  cash  discounts. 
Quotations  per  dozen  unless  otherwise  noted.  “Eastern” 
quotations  for  Atlantic  Coast  States  east  of  Ohio  River; 
“Central”:  Central  States  west  of  Ohio  River  to  Mountain 
States;  “West  Coast”:  Mountain  and  Pacific  Coast  States. 

Quotations  on  this  page  are  for  spot  goods.  For  future 
quotations  see  market  reports. 


Canned  Vegetables 


Eastern 

Central 

West  Coast 

Low  High 

Low 

High 

Low 

High 

ASPARAGUS 

White  Colossal,  No.  2% . 

2.66 

2.80 

Large,  No.  2% . 

2.70 

2.85 

Medium,  No.  2% . 

2.65 

2.70 

Green  Mam.,  No.  2  ro.  cans . 

2.30 

2.60 

2.60 

2.30 

^60 

2.35 

2.65 

2.60 

Medium,  No.  2 . 

2.35 

2.30 

2.40 

2.60 

Tips,  White,  Mam.  No.  1  sq . 

2.60 

2.70 

Small,  No.  1  sq . 

2.40 

2.65 

Green  Mam.,  No.  1  sq . 

2.40 

2.60 

Small,  No.  1  sq . 

2.26 

2.40 

Green  Tips,  60/80,  2s . 

2.26 

2.10 

2.16 

Green  Tips,  40/60,  2s . 

2.30 

2.60 

2.30 

2.36 

Green  Cuts  and  Tips.  2s . 

1.65 

1.66 

1.76 

Green  Cuts  and  Tips,  lOs . 

7.26 

7.60 

7.60 

9.60 

Green  Cuts,  2s . 

1.00 

1.06 

STRINGLESS  BEANS 

Fancy  French  Cut  Green,  No.  2 

1.00 

1.15 

1.05 

1.10 

No.  10  . 

4.90 

6.00 

Ex.  Std.  Cut  Green,  No.  2 . 

.72% 

.85 

.85 

.76 

.86 

No.  10  . 

3.40 

3.60 

3.76 

3.86 

4.00 

Std.  Cut  Green,  No.  2 . 

.66 

.70 

.72%  .77% 

.70 

.80 

No.  10  . 

3.25 

3.30 

3.25 

3.50 

3.60 

3.75 

Fancy  Whole  Green,  No.  2 . 

1.26 

1.75 

1.35 

1.60 

No.  10  . 

6.00 

6.60 

4.85 

5.00 

Ex.  Std.  Whole  Green,  No.  2.... 

1.06 

1.35 

1.20 

1.20 

No.  10  . 

4.50 

3.85 

4.00 

Fancy  Cut  Wax,  No.  2 . 

.95 

1.25 

No.  10  . 

Ex.  Std.  Cut  Wax.  No.  2 . 

.72% 

.76 

.85 

No.  10  . 

3.50 

Std.  Cut  Wax,  No.  2 . .67  *70 

No.  10  .  3.25  3.40 

Fancy  Whole  Wax,  No.  2 .  1.16  1.60 

No.  10  .  5.26  . 

Ex.  Std.  Whole  Wax,  No.  2 .  1.00 

No.  10  . 

Std.  Whole  Wax.  No.  2 . 

No.  10  . 

Red  Kidney,  Std..  No.  2 . 62^4  .75 

No.  To  .  2.76  3.40 


LIMA  BEANS 

No.  2  Tiny  Green . 

No.  10  . 

No.  2  Fancy  Small  Green 

No.  2  Medium  Green . 

No.  10  . 

No.  2  Green  &  White . 

No.  10  . 

No.  2  Fresh  White . 

No.  10  . 

No.  2  Soaked . 


BEETS 

Vhole.  No.  2 . 

No.  2%  . 

No.  10  . 

'"ut.  No.  2 . 

No.  2%  . 

No.  10  . . 

"liced.  No.  2 . . 

No.  2^4  . 

No.  10  . 

Jiced,  No.  2 . 

No.  10  . „.... 

hoestriner.  No.  2 . 

No.  10 . 


JARROTS 


itd.  Sliced,  No.  2 . . 

. 76 

No.  10  . 

.  4.60 

4.60 

.67%  .70 

Ud.  Diced,  No.  2 . 

.66 

.70 

.65 

.70 

No.  10  . 

.  3.66 

3.76 

3.26  . 

PEAS  AND  CARROTS 

'td.  No.  2 . . . 

. 70 

.80 

"ancy  No.  2 . . . 

_  .90 

1.16 

1.06  1.20 

1.00 

1.10 

CANNED  VEGETABLES— Continued 

Eastern  Central  West  Coast 


Low  High 

Low  High 

Low  High 

CORN — Wholegrain 

Yellow,  Fancy  No.  2 . 

1.00  . 

.96 

1.00 

No.  10  . 

6.60  6.75 

Ex.  Std.  No.  2........~........»»..» 

.87%  .90 

.85 

.90 

No.  10  . 

5.25  6.50 

Std.  No.  2 . 

.77% 

.80 

. 

No.  10  . 

White,  Fancy  No.  2 . 

.92%  1.00 

.90 

1.07% 

No.  10  . 

6.25  5.60 

Ex.  .Std.  No.  2 . 

.76  .85 

.76 

.86 

No.  10  . . . 

6.00  . 

Std.  No.  2 . 

.70  . 

.70 

.76 

No.  10  . 

4.40  4.50 

Shoepeg,  Fancy  No.  2 . 

1.00  . 

1.00 

No.  10  . 

6.60  6.76 

Qn 

.80 

No.  10  . 

6.60  . 

Std.  No.  2 . 

.82%  .85 

.86 

....... 

CORN — Creamstyle 

Yellow,  Fancy  No.  2 . 

.90  .95 

.95 

1.00 

No.  10  . 

4.90  6.00 

.77%  .86 

.80 

.85 

No.  10  . 

4.76  ■  . 

Std.  No.  i. . 

.66  .70 

.67% 

.70 

No.  10  . 

White,  Fancy  No.  2 . 

.85  1.00 

.95 

1.00 

No.  10  . 

4.86  . 

Ex.  Std.  No.  2 . 

.75  .80 

.75 

.80 

No.  10  . 

4.60  4.75 

Std.  No.  2 . 

.65  .70 

.70 

.75 

No.  10  . 

4.36  . 

HOMINY 

Std.  Split,  No.  1  Tall . 

No.  2%  . . . 

.72%  .86 

.70 

1.10 

No.  10  . 

2.36  2.76 

2.00 

2.36 

MIXED  VEGETABLES 

Fey.,  No.  2 . 

.80  .92% 

No.  10  . 

4.26  4.60 

Std.,  No.  2 . 

.60  .80 

...M.. 

No.  10  . 

3.25  4.00 

PEAS 

No.  2  Fancy  Sweets,  2s . 

1.30  1.35 

1.30 

1.60 

1.36 

1.60 

No.  2  Fancy  Sweets,  3s . 

1.10  1.26 

1.10 

1.26 

1.20 

1.30 

No.  2  Fancy  Sweets,  4s . 

1.07%  1.15 

1.06 

1.20 

1.16 

1.20 

No.  2  Fancy  Sweets,  5s . 

1.02  Va  1.10 

1.00 

1.10 

1.20 

No.  2  Ex.  Std.  Sweets,  2s . 

1.10  . 

1.10 

1.20 

1.20 

1.26 

No.  2  Ex.  Std.  Sweets,  3s.......... 

1.00  . 

.96 

1.00 

1.00 

1.07% 

No.  2  Ex.  Std.  Sweets,  4s . 

.90  1.02% 

.90 

.95 

.96 

1.00  * 

No.  2  Ex.  Std.  Sweets,  6s . 

.87%  .90 

.85 

.92% 

.97% 

No.  2  Std.  Sweets,  2s . 

.90  . 

.97%  1.00 

No.  2  Std.  Sweets,  Ss . 

.87%  ....... 

.90 

.96 

.96 

1.00 

No.  2  Std.  Sweets.  4s . 

.86  . 

.86 

.90 

.85 

.90 

No.  2  Std.  Sweets,  6s . . 

.80 

.85 

.86 

.90 

No.  10  Std.  Sweets,  2s . 

6.26 

6.76 

6.25 

6.60 

No.  10  Std.  Sweets,  3s . 

6.00 

6.26 

6.00 

6.26 

No.  10  Std.  Sweets,  4s . 

4.00  4.60 

4.60 

4.76 

4.25 

4.60 

No.  10  Std.  Sweets,  6s . 

4.26  . 

4.26 

4.76 

4.25 

4.50 

No.  2  Fey.  Alaskas,  Is . . 

1.32%  1.55 

1.30 

1.46 

No.  2  Fey.  Alaskas,  2s . 

1.16  1.26 

1.20 

1.40 

1.35 

1.46 

No.  2  Fey.  Alaskas,  33 . 

1.10  . 

1.10 

1.15 

1.30 

1.40 

No.  2  Ex.  Std.  Alaskas,  Is . 

1.20 

No.  2  Ex.  Std.  Alaskas,  2s . 

1.00  1.05 

1.06 

1.16 

1.20 

1.30 

No.  2  Ex.  Std.  Alaskas.  3s . 

.90  .95 

.85 

.95 

1.10 

1.20 

No.  2  Ex.  Std.  Alaskas.  4s . 

.85  . 

.80 

1.00 

1.10 

No.  2  Ex.  Std.  Alaskas,  5s . 

.97%  1.00 

No.  10  Ex.  Std.  Alaskas,  Is . 

No.  10  Ex.  Std.  Alaskas,  2s . 

5.25  . 

No.  10  Ex.  Std.  Alaskas.  3s . 

4.75  . 

4.50 

No.  10  Ex.  Std.  Alaskas,  4s....„ 

4.16 

No.  2  Std.  Alaskas,  2s . 

.85  .90 

.90 

1.00 

1.00 

1.10 

No.  2  Std.  Alaskas,  3s . 

.76  .80 

.80 

.85 

.90 

.95 

No.  2  Std.  Alaskas,  4s . 

.72%  .76 

.72%  .75 

.86 

.95 

No.  2  Std.  Alaskas,  6s . . 

.72%  .76 

.85 

.95 

No.  10  Std.  Alaskas,  28 . 

No.  10  Std.  Alaskas,  33 . . 

4.30  . 

4.76 

No.  10  Std.  Alaskas,  4s . 

4.00  4.25 

4.00 

No.  2  Ungraded . 

.72%  .76 

.95 

1.00 

Soaked,  28  . 

.52%  .60 

.60 

.60 

.60 

.66 

10s  . 

2.76  3.00 

2.50 

.66  .66 

.66 

lOs  . . 

2.75  3.26 

******* 

PUMPKIN 

Fancy,  No.  2 . 

.67%  ....... 

.65 

.70 

No.  2% . 

.90  . 

.90 

.86 

.92% 

No.  3  . . 

No.  10  . 

3.00  3.00 

2.76 

3.26 

^76 

3.00 

SAUER  KRAUT 

.70  .76 

,70 

.76 

No.  2%  . . 

.76  .90 

.72%  .76 

.85 

.90 

No.  3  . 

No.  10  . . . . 

2.80  3.40 

2.25 

2.76 

2.65 

2.76 

SPINACH 

No.  2 . 

.67%  .76 

.66 

.80 

1.07% 

No.  2%  . . 

.88%  1.00 

.85 

1.06 

1.30 

1.35 

No.  10  . . . 

3.26  3.75 

3.25 

3.75 

4.25 

4.36 

SUCCOTASH 

Std.  No.  2,  Gr.  Corn,  Dr.  Limas. 

.86  .86 

tiinrr 

Std.  No.  2,  Gr.  Com,  Fr.  Limaa. 

.90  1.10 

. 

-III... 

Triple,  No.  2 - 

.97%  - 

. 

1.30 

1.40 

1.36 

1.40 

1.60 

1.60 

7.00 

7.60 

8.00 

1.20 

1.30 

1.20 

1.30 

1.10 

1.16 

1.10 

1.30 

1.26 

1.26 

5.60 

6.00 

.86 

.90 

.90 

.90 

4.20 

4.60 

.62% 

.70 

.72% 

.80 

.90 

.96 

3.00 

3.76 

.67% 


.72%  1.60  .  .  1.06 


.  .  .  4.00 

.67%  .80  .65  .  . 

.77%  .96  .76  .  . 

2.75  3.76  3.00  .  . 

.80  .  .  .86  .90 

.96  .  .  1.10  . 

3.60  4.26  .  3.35  . 

. 90  .70  .  .  1.20 

3.26  .  .  3.60  . 

.70  .  .  . 
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Wh  crcToBuy  Smile  Awhile 


— the  Machinery  and  Supplies  you  need  and  the  leading  houses  that  There  IS  3  S3ving  grace  in  3  sense  of  humor 

supply  them.  Consult  the  advertisements  for  details.  Contributions  Welcomed 


ADHESIVES 

Dewey  &  Almy  Chemical  Co.,  Cambridge,  Mass. 

BOOKS,  on  canning,  formulae,  etc. 
The  Canning  Trade,  Baltimore,  Md. 

BOXES,  Corrugated  or  Solid  Fibre 

Eastern  Box  Company,  Baltimore,  Md. 

CAN  MAKING  MACHINERY 

Cameron  Can  Machinery  Co.,  Chicago,  Ill. 


CANNERY  SUPPLIES 

Ayars  Machine  Co.,  Salem,  N.  J. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corp.,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sinclair-Scott  Co.,  Baltimore,  Md. 


CANNING  MACHINERY  AND  EQUIPMENT 

Ayars  Machine  Co.,  Salem,  N.  I. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corp.,  Hoopeston,  Ill. 

Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

LaPorte  Mat  and  Mfg.  Co.,  LaPorte,  Ind. 

Morral  Bros.,  Morral,  Ohio 

New-Way  Canning  Machines  Co.,  Hanover,  Pa. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Sinclair-Scott  Co.,  ^Itimore,  Md. 

United  Company,  Westminster,  Md. 


CANS 

American  Can  Co.,  New  York  City 
Continental  Can  Co.,  New  York  City 
Crown  Can  Company,  Philadelphia,  Pa. 

Heekin  Can  Company,  Cincinnati,  Ohio 
National  Can  Corp.,  New  York  City 

CAN  SEALING  COMPOUND 

Dewey  &  Almy  Chemical  Co.,  Cambridge,  Mass. 

INSURANCE 

Lansing  B.  Warner,  Inc.,  Chicago,  Ill. 


LABELS 

Gamse  Lithographing  Co.,  Baltimore,  Md. 
R.  J.  Kittredge  &  Co.,  Chicago,  Ill. 
Piedmont  Label  Co.,  Bedford,  Va. 

Simpson  &  Doeller  Co.,  Baltimore,  Md. 


PEA  HUUERS  AND  VINERS 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Frank  Hamachek  Machine  Co.,  Kewaunee,  Wis. 


SEED 

Associated  Seed  Growers,  Inc.,  New  Haven,  Conn. 
Gallatin  Valley  Seed  Co.,  Bozeman,  Mont. 

Rogers  Bros.  Seed  Co.,  Chicago,  Ill. 

SUGAR 

Com  Products  Sales  Co.,  New  York  City 


TUMMY  TALE 

A  current  silly  has  to  do  with  the  maniac  who  firmly  believed 
that  all  his  trouble  was  due  to  a  cat  in  his  tummy.  The  feline, 
he  told  doctors,  scampered  around  inside  and  caused  no  end  of 
agony  and  discomfort.  Came  the  day  when  he  really  became  ill, 
a  bad  appendix.  While  operating,  the  surgeon  had  a  brilliant 
idea.  Now  is  the  time  to  end  this  cat  business  for  once  and  all. 
He  sent  out  for  a  black  tomcat  and  when  the  patient  struggled 
out  of  the  ether,  the  surgeon  proudly  held  up  the  wide-eyed  tom 
and  said:  “Your  troubles  are  all  over  now.  Look  what  we  took 
out  of  you.”  The  nut  hugged  his  tummy  and  moaned,  “Doctor, 
you  got  the  wrong  cat.  The  one  that’s  been  bothering  me  is  a 
white  one!” 

Overheard  at  a  railway  station  the  other  day:  A  colored  woman 
walked  up  to  the  ticket  agent  and  said:  “I  wants  two  round-trip 
tickets  to  Central  City  and  I  wants  one  of  ’em  to  be  marked 
‘corpse.’  ”  The  astonished  agent  asked  if  she  did  not  want  just 
a  one-way  ticket  marked  “corpse.”  Her  reply  was:  “No  sah, 
I’m  taking  my  dead  husband  down  there  so  his  folks  can  see  he’s 
dead  an’  I’m  going  to  bring  him  back  yere  and  bury  him  ’cause 
I  don’t  want  ’at  bunch  cornin’  down  yere  and  eatin’  offen  me  for 
three  days.” 

“No,  I  don’t  know  where  my  wife  is.  But  wherever  she  is 
she  has  a  cigarette  in  one  hand  and  a  weak  no-trump  in  the 
other.” 

GOOD  WORK 

Pat  deter*mined  to  pass  his  favorite  taveren  on  his  way  home. 
As  he  approached  it  he  became  somewhat  shaky,  but,  after 
plucking  up  courage,  he  passed  it.  Then,  after  going  about  fifty 
yards,  he  turned,  saying  to  himself:  “Well  done’  Pat  me  bye. 
Come  back  and  I’ll  treat  ye.” 

“How  much  are  seats,  mister?”  Joe  the  service  station 
attendant,  asked  at  the  ticket  window. 

“Front  seats,  one  dollar,  rear  seats  75  cents,  program  25  cents, 
sir,”  answered  the  man. 

“All  right,”  said  Joe,  I’ll  sit  on  a  program.” 

NAME,  PLEASE 

We  have  a  big  story  for  you  this  week.  It  has  to  do  with  the 
brunette  who  told  her  blonde  chum,  “Dearie,  I  want  to  warn  you 
about  seeing  Wilbur  Gussengoose.  You’ll  get  a  bad  name  if 
you’re  not  careful.” 

“Phooey!”  screamed  the  blonde.  “That  shows  how  much  you 
know.  He  proposed  to  me  and  made  me  his  wife.” 

“Ah,  ha,”  grinned  her  heckler.  “That’s  what  I  warned  you. 
Your  name  is  Gussengoose  now,  isn’t  it?” 

Grouch:  I  hear  that  the  coach  gets  five  times  as  much  as  the 
Greek  prof.  Isn’t  that  quite  a  discrepancy? 

Student:  I  dunno.  Did  you  ever  hear  40,000  people  cheering: 
a  Greek  recitation. 

FREE  AIR 

She:  MMMmmm!  That  popcorn  has  a  heavenly  smell. 

Sun  Man:  Hasn’t  it?  I’ll  drive  a  little  closer. 

Some  happy  day  we’ll  beat  our  swords  into  plowshares,  and 
our  swing  bands  into  unconsciousness. 


CHEWING  THE  RAG 
“Do  you  like  bananas?”  asked  the  old  lady. 

“Madam,”  replied  the  slightly  deaf  old  gentleman,  “I  do  not 
I  prefer  the  old-fashioned  night-shirt.” 
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STEAM 

COIL 


ROBINS  HORIZONTAL  RETORT 

Equipped  for  cooling  under  pressure 

Any  diameter  or  length.  Equipped 
with  various  types  of  square  or  round 
crates  for  loading  truck  from  track  or 
loading  by  means  of  special  truck. 

Write  for  particulars. 

General  catalog  upon  request. 

A.  K.  ROBINS  &  CO.,  INC., 

Manufactures  of  Canning  Machinery 

BALTIMORE,  •  MARYLAND 


LABELS 

ORIGINnL.RRTISTIC  IN  / 
COLOR  8t  DESIGN 
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AYARS  MACHINE  COMPANY,  Salem,  New  Jersey 


ADJUSTMENT— \ 

AYARS  Latest  10  Station 


New  Perfection 

PEA  &  BEAN 
FILLER 


lias  two  separate  Briners  over  funnels,  dis¬ 
pensing  half  of  the  brine  before  the  peas 
and  the  balance  on  top  of  the  peas. 

Having  ten  Pockets  brine  has  ample  time  to 
soak  in  the  peas  before  leaving  the  funnels. 
This  materially  increases  speed. 

New  Design  for  High  Speed. 

Large  Revolving  Hopper. 

Also  make  a  5  pocket  Pea  and  Bean  Filler. 


NO.  2—/  N0.i- 


-REVOLVtNC  HOPPER 


[  CHANCE 
k  CRADE 


FOR  FILLING 
PEAS,  BAKED  BEANS, 
LIMA  BEANS,  RED 
KIDNEY  BEANS,  WHOLE 
GRAIN  CORN,  HOMINY, 
DICED  BEETS,  DICED 
CARROTS,  Etc. 


HE  CANNING  TRADE  •  October  21,  1940 


KNOWING  WHERE  and  HOW  ...  Can  Service  is  deep-rooted  in  the  rich 

"NATIONAL”  tirelessly  digs  deep  into  soil  of  Experience.  It  consolidates  a 

"pay  dirt”  which  only  a  modernized  CAN  volume  can  production  with  the  helpful 

SERVICE  brings  to  food  packers  .  .  season  advice  of  laboratory  technicians  and 

after  season  turning  up  practical  and  modern  seaming  equipment  under  the 

technical  essentials  to  complete  an  ideal  constant  supervision  of  an  expert 

Sanitary  Can  Supply.  ★  "NATIONAL”  mechanical  staff. 

''NATIONAL"  TAKES  OVER  YOUR  SPADE-WORK  for  PERFECT  PACKS! 


NATIONAL  CAN  CORPOIt ATION 

EXECUTIVE  OFFICES  .  110  EAST  42nd  STREET  •  NEW  YORK  CITY 


*jrw  VORV  riTY 


BALTIMORE  .  MASPETH,  N.  Y.  .  CHICAGO 


BOSTON 


DETROIT 


HAMILTON.  OHIO 


